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1 Introduction 
The topic of dark tourism was chosen due to personal interest towards the subject 
and practical experiences of destination marketing which were gained through 
practical training. The aim of this thesis is to provide an understanding of the terms 
dark tourism and destination marketing. It also displays how these two terms can be 
combined at tourism destinations. 
Until now dark tourism has been seen as a niche market, but there is potential for 
improving this kind of tourism. In some cases dark tourism has already been well 
developed, especially the part of entertaining dark tourism e.g. the several Dungeons 
of the Merlin Entertainments Group in Europe. The Dungeons can be seen as a 
mass tourism attraction, particularly the London Dungeon. In this thesis the 
theoretical background will be covered by the Edinburgh Dungeon, since it is not as 
well-known as the one in London. Since the focus of the study will be on the 
Edinburgh Dungeon, which can be seen as a dark tourism destination, it is necessary 
to gain knowledge about destination marketing. The destination marketing chapter is 
focusing on market research and customer satisfaction.  
The Edinburgh Dungeon was established in 2001 and it is focusing on the dark past 
of Edinburgh and Scotland with differently themed shows. The aim of the Dungeon 
is not only the entertainment aspect, but also educating the visitors on the history of 
Edinburgh and Scotland. 
The aim of the research in this thesis is to answer the question: How satisfied are the 
visitors of the Edinburgh Dungeon and what can be developed? The research was 
carried out as an analysis of given data of the Edinburgh Dungeon. 
At the end of the thesis there will be the evaluation of the research and the 
conclusion. 
In the appendices there are the references, the given data and the results of the 
analysis. 
This thesis is written in the male-form in order to provide a better reading.  
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2 Theoretical Background 
2.1. Dark tourism  
Dark tourism has already a long history, since it has been practised already hundreds 
of years. Pilgrimage is one of the oldest forms of dark tourism. People travelled to 
shrines or memorials connected to their religion. People also travelled through 
countries in order to watch public executions. These executions were entertainment 
for the people and in the past it was ‘normal’ to visit one. (Robinson et al. 2011, pp. 
205-206). 
However, the actual researches of this topic began in the late 1990’s, because at this 
time dark tourism became popular among tourists who were seeking for new 
tourism experiences. Nowadays, dark tourism is still a niche market, but there is a 
potential of growing, since dark tourism also helps to understand the combination of 
life and death. (Sharpley, 2009, pp.9-13).   
According to Stone (2006, p.20-22) there exist different layers of dark tourism which 
is also called grief tourism or thanatourism. The stages are going from light dark 
tourism to darkest dark tourism (Figure 1). These shapes explain the different 
possibilities of the dark tourism spectrum and giving a framework for the further 
thesis topics. The darkest shape of the definition is dealing with places and events 
where people actually suffered and died, e.g. the death camp in Auschwitz-Birkenau. 
(Sharpley, 2009, p.20). 
Another issue is that the darkest sights and places are strongly combined and 
influenced by the political ideology of their presentation and these places are based 
on educational purposes. Since the darkest shape handles topics which happened in 
reality, it can be said that these sights are authentic, especially when the place or site 
is still located in the original facilities. (Sharpley, 2009, p. 21) 
Also the time is important for categorising a site into this framework. If an event 
happened not so long ago then it belongs to the darkest group. An event which is 
already a long time ago belongs to the lighter side of the framework. The main 
definition for the lighter side of dark tourism is that the place or site is only 
associated with death and suffering. (Sharpley, 2009, p.21-22). 
The so called dark fun factories are one of the forms of light dark tourism. These 
will be explained in the next subchapter of this thesis. Another point is that the 
lighter forms of dark tourism are focusing on the entertainment purpose and they 
are not so much influenced and driven by political ideology. It is argued that the 
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lighter places and sites are not as much authentic like the darkest ones, since the 
lighter site and places can be located far away from the actual place of the 
happening, e.g. memorial sites or museums. (Sharpley, 2009, pp. 22). 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1 A dark tourism spectrum 
Stone, 2006  (p.21)  
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Absent/Present Death Paradox 
 
After defining dark tourism at the darkest-lightest framework, there is to mention 
that the tourist is seeking for dark tourism experiences for different reasons. Some of 
them only want to know what kind of experience they will get from such a tour. And 
for others it is a part of their classification, like a status symbol among their own 
social society. Naturally there are also tourists who take their dark tourism trip 
serious due to personal experiences, expectations and maybe because of religious 
reasons (e.g. pilgrimage to memorial places). (Stone, 2009, p. 26-27). 
The dark tourists have to keep in mind that dark tourism is dealing with taboos of 
the modern society, since it is handling the topic of death. But it can also help to 
understand the connection between life and death and it educates people that death 
is a part of human life. Among the contemporary society it is normal to deal with 
topics like death more in private than in public. However, the variety of media 
surrounds the society with these topics and therefore on a public level. (Stone, 2009, 
p. 27-29). 
In news or movies the public is confronted with death and this is creating a paradox 
with the privatisation of this topic. Therefore it is important that there is a way to 
neutralise all impressions of this matter. Dark tourism is seen as a platform of 
neutralisation, since it is socially accepted and has an educational purpose. The 
neutralisation through media can also help to deal with death. Dark tourism and 
media, support individuals and groups to get more familiar with mortality, also their 
own mortality. (Stone, 2009, p. 31-32). 
In this way the mass media and dark tourism are connected which each other and 
both types providing information about certain happenings e.g. World War II or a 
heavy earthquake. The main difference of mass media and dark tourism is that the 
mass media offers a comfort zone, since people only read, hear or watch the news or 
watch a documentary or find the information from history books. This comfort zone 
does not exist in that way in dark tourism, because people visit the dark sites and 
depending on the darkness level the site can be uncomfortable for the visitors. 
(Walter, 2005, p. 51-52). 
Obviously the places of battlefields, mass deaths or individual deaths are more 
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affective to the visitor than the so called playful site like dark fun factories, since the 
happening has a higher memorising effect. However, the expectations and the 
experience with dark tourism site vary among the visitors, since people have a 
different view on the sights. An example is the 9/11 memorial, visitors who actually 
lost relatives or friends during the terror act see the site as a place where they can 
mourn about their loss. People who were not directly affected by this tragedy see this 
place as a warning or memorial site. Also the topic of the Nazi time plays a 
significant role in dark tourism sites. (Stone, 2009, p.35).  
For dark tourists it is important to deal with the mortality of humans. Death and 
dying are not their main motivation to visit a dark site. The motivations of visiting 
dark sites vary due to the different levels of darkness. For darker sites education is 
one of the main purposes and for the lighter sights entertainment is bit more 
important than the educational matter. (Stone, 2009, p.36-37). 
Therefore, the dark sights have different pull and push factors which depend on the 
darkness level of a dark site. The figure 2 provides an overview about how to bring 
an absent topic into the present, since this happens while consuming a dark site 
product. And in this way people are able to understand the life-death balance and as 
mentioned earlier they might be able to deal with their own mortal life. (Stone, 2009, 
p.37-38). 
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Figure 2 Dark tourism consumption within a thanatological framework (p.34) 
Adapted from Stone and Sharpley (2008)  
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Morality and Ethics in Dark Tourism 
 
Since dark tourism is handling with taboos, morality is also a part of this kind of 
tourism. According to the Oxford Dictionaries the term morality means that there is 
a system which distinguishes between right and wrong or good and bad behaviour. 
(Oxford Dictionaries, 2013).  
But what is the morality in dark tourism?  
In the nowadays world individualisation is important for the society. 
Individualisation is the process in which common values and systems diminish and 
support personal decisions and consideration of values, norms and behaviours.  
In earlier days the religion was one of the moral frameworks of the society, but now 
secularisation and individualisation became important for the society. Due to these 
processes religion became less popular and people looking for other moral 
frameworks. Dark tourism can provide a new moral basis, because it has a variety of 
subtypes and can offer a range of morals and values. (Stone,2009, pp. 61-62) 
According to Stone (2009) the morality can benefit from the philosophy of 
Durkheim. Durkheim developed in his primary text The Elementary Forms of Religious 
Life a deep concern of society as a moral, religious strength which is able to inspire 
the actions of embodied individuals towards social cohesion or dissolution. (Stone, 
2009, p.63). 
The morals of individuals can be shared with other people who have the same 
interest or idea of moral. Therefore, the individual is able to gather with people of 
the same interest. These interest groups can be seen as a social groups and the 
understanding of morality is different. The perspective of Durkheim supports an 
understanding of the structure of moral orders as well as the emotional engagement 
of the individual with his social environment. For dark tourism it means, that social 
gatherings because of specific tragedies are more accepted at the society than the 
visit of an individual. Another matter is that the dark tourist becomes informed and 
influenced by the dark site and may change his moral thinking. (Stone, 2009, pp.63-
64). 
After the terrorist attacks in the United States of America (USA) on September 9th 
2001, the Americans started to over think their own morals. At the former place of 
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the World Trade Centre (WTC), there is nowadays the Tribute WTC Visitor Centre, 
a place to remember not only the loss of people, but also the loss of confidence and 
pride of a whole country. The visitors are able to leave their own thoughts and 
emotions on paper or recorded as an audio data. Due to this process the individual 
judgements will be collected and summarised as a collective conclusion. These 
conclusions will be published at the centre and the visitors are able to compare the 
non-political statements with the official, political ones. The combination of the 
informal thoughts and the political statements are providing the visitors an 
understanding of the tragic event. (Stone, 2009, pp.64-66). 
In general the perspective of Durkheim allows that embodied individual is capable to 
be bound to the dark tourism site on the emotional and social level. The theory of 
collective effervescence and its social and emotional binding of individuals invent 
dark tourism sites into the contemporary spaces. Nonetheless, the intensity and 
scope of collective effervescence depends on the relationship to the activity 
character of social groups. Dark tourism offers a wide variety of dark sites due to the 
shades of darkness. Therefore, the emotional level differs due to various socio-
cultural and political background of the site. (Stone, 2009, pp. 66-67). 
However, the theory of Durkheim in combination with morality in dark tourism can 
be seen as problematic, since dark tourism covers a too wide area. As mentioned 
above, the intensity of emotion towards the dark tourism sight depends on the social 
groups and individual. A visit to Auschwitz-Birkenau will have a higher emotional 
level than a visit to a dark fun factory. However, both dark sites will affect the visitor 
on their own way. In Auschwitz-Birkenau the visitors are confronted with the place 
of real suffering and death through inhuman behaviour. Nevertheless, the dark fun 
factories, e.g. the Dungeons, are also dealing with a darker site of the human being. 
In the medieval times it was common to torture people as well as public executions. 
Therefore the topics at the dark fun factories can be also emotionally intense, but at 
first the visitors notice the entertainment side of them. (Stone, 2009, pp. 69-70). 
The media also influence the morality of the contemporary society. Dark tourism is 
influenced by reporting about certain tragedies and advertising of the dark sites. 
Media report often that the shared consume of grief or tragedy is called moral panic. 
The so called moral panics are a result of the moral debates in dark tourism within 
the society. Moral panic is not the outcome of dark tourism; they are a symptom of 
dark tourism while reporting about it. There is no moral panic itself, it is the way 
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how media and people are reporting about the dark tourism activities. Moral panics 
can be seen as a possibility for new moral frameworks. (Stone, 2009, p. 70). 
Since dark tourism offers a diversity of sites and places, it cannot be clear said what it 
right or wrong. There are many matters which influence the morality of a dark site. 
However, the Durkheim principle is already a basis for the morals in dark tourism, 
but there is a need for more research on this topic. (Stone, 2009, p.71). 
 
Ethics in Dark Tourism 
 
The Oxford Dictionaries defines the term ethics as moral principles which guide the 
behaviour and activities of people. (Oxford Dictionaries, 2013). 
Ethics are part of the social system and influence groups of people e.g. medics. 
Compared to morality, ethics are rules which guide people in their actions with other 
people or other cultures. Even though people following specific ethics, it does not 
mean that they follow morals, since morals are based on the individual thinking. 
(Diffen, 2013). 
How can it be ethic to visit places of death, tragedy and suffering? 
According to Wright ethics provide a framework of commercialisation of dark 
tourism sites. This framework shows two key elements: the business ethics and 
personal morality. In the business ethic point of view it is said that the dark narrative 
is ethical, since it is part of the business of a dark site. The personal morality deals 
with the wide range of visitors which have different cultural backgrounds and what is 
acceptable to them. (Wright,2009, p.131). 
The variety of different cultures can be challenging, because people associate the 
sites according their background. Since dark tourism can be also seen as heritage 
tourism, it is common that there are conflicts between the stakeholders. Dark 
tourism is able to arise conflicts, due to its nature of provocative narratives. 
Therefore it is necessary to clarify to whom the site is dedicated and to what extent 
the different cultures can be involved to the site. (Wright, 2009, p. 132). For example 
the Holocaust sites are addressed to a wide range of cultures and religious groups. 
Hence the tourism planners and managers have to consider all possible ways of how 
to display this sensitive topic. The topic of ethics in dark tourism needs more 
research, since there are several factors which influence ethical thinking. (Wright, 
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2009, pp. 135-142).  The discussion of ethics would be beyond the scope of this 
thesis. 
 
 
Management of Dark Tourism Sites 
 
Dark tourism sites deal with taboo and so called ‘hot’ topics and these can be 
sensitive for certain stakeholders. Therefore, it is necessary to manage these sites that 
all stakeholders are satisfied. First of all, it is necessary to understand the 
attractiveness of thanatourism sites. The sites are different to the ordinary tourism 
places hence it is important to understand the terms of ‘Other’ and ‘Othering’. The 
roots of these words are lying in the beginning of traveling. The travellers, later also 
tourists, were able to compare their own culture with the culture of the host country 
or community. The people saw lifestyles which were different, so the host was the 
‘Other’. Othering means the process while recognising the differences of the own 
culture to another one. (Seaton, 2009, p. 76-77). 
During the development of tourism the Western societies saw themselves as the 
more educated societies, consequently the new discovered cultures were seen as 
primitive cultures, since they had a different lifestyle structure than the Western 
world. However, for the host countries, especially in the beginning of tourism, the 
visitor is different as well. Taking this into account the process of ‘Othering’ is not a 
one-way process and it is important to keep in mind that the tourist can be the 
‘Other’ as well. (Seaton,2009, p. 77-79). 
 
The ‘Otherness’ of dark tourism is universal, since death is part of life and every 
culture is handling in its own way with this topic. Some of the grief tourism places 
can be also seen as sacred places. These places radiate a specific aura which has 
different meanings to the visitors. However, the auratic dark tourism sites do not 
have to be every time sacred. In some cases the environment which surrounds the 
site has also an auratic meaning to the tourists. The battlefields in Scotland are one 
example for this phenomenon. The sites have this specific aura in order to attract 
tourists and they associate these places with death, suffering, but also with heroism. 
(Seaton, 2009, p.84-85). 
The management of auratic otherness is one key point in the management of dark 
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tourism sites. Nowadays branding and franchising of tourism sites becomes more 
common than in earlier years. For dark tourism it means, that there is the risk that 
the places lose their auratic otherness. The Body World exhibitions or the Dungeon 
attractions in several cities are a good example of losing the auratic otherness, even 
though these examples are still auratic in their own way. (Seaton, 2009, p.86). 
On the other hand there are dark tourism sites which try to avoid the loss of their 
auratic otherness due to the nature of the sites. These sites are including major sites 
which are on the UNESCO world heritage list or natural disaster sites like Pompeii. 
However, these places need to be managed in this way, that the sites will not lose 
their otherness through the use of modern visitor services e.g. audio guided tours, 
information screens, use of social media. (Seaton, 2009, p. 86). 
Now there is the question: What is a suitable commodification of thanatourism sites? 
There are sites which can be visited free of charge, but the managerial problem of 
these sites is, that there is no visitor control e.g. statues in towns. Attractions with a 
visitor fee have the advantage of visitor control, but there is the problem of how 
high the fees should be set. (Seaton, 2009, p.87) 
 
Commodification of dark tourism sites 
Commodification has three separate scopes: financial transactions, commercialisation 
and the effect of commercialisation to the site. The first scope includes the level of 
financial transactions and commercialising of the thanatourism site. This means it is 
suitable for a specific site to add fees or to use advertisements in order to attract 
visitors. The money which could be collected through entrance fees or 
advertisements can be used for maintaining the sites or for employing local people. 
Therefore the financial transactions can build a basis for involving the locals to the 
dark tourism site. The funding of these sites is not only necessary for the staff, but it 
also helps to limit the visitors and to develop a visitor control. For example the 
Highgate Cemetery in London is charging people admission fees in order to maintain 
the cemetery and to have a visitor control. (Seaton, 2009, p. 87). 
The second scope is about who should profit if commercialisation is introduced and 
to what level it is acceptable. It involves a pragmatic view on morals. In dark tourism 
the aura of Otherness is a key element. During the last two decades the importance 
of commercials changed. Due to different ways of using technical devices it is 
possible to reach a broader audience. For dark tourism sites this means that there is 
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the risk of mass tourism. Some sites are developed to attract a high amount of 
tourists, more likely the light dark attractions, but there are also ones which need a 
limit of visitors due to their nature. (Seaton, 2009, p.87-88). 
The last scope deals with the impacts of commercialisation on the site. It is 
important that the impact on the place will not affect the site in a negative way. 
Nowadays modern society is commercial driven; therefore it can be an advantage to 
have advertisements at thanatourism sites. But commercials can also destroy the aura 
of Otherness. The managers have to keep in mind that too much advertisement can 
have a negative impact. Consequently, commodification needs a limitation in order 
to keep one of the key elements in dark tourism. (Seaton, 2009, p.87-88). 
 
Beginnings and Origins 
The managers have to consider that dark tourism is not only different in the use of 
commercials; also the functions of the sites vary a lot. According to Said they can be 
differentiated in two groups the beginnings and the origins of sites and institutions. 
The Beginnings means the start of a formation which was planned for a specific 
purpose. The maintaining of this process is continuous and it follows the basic ideas 
of the institution. Conversely, Origins means that the process was unplanned and 
not chosen for an exact meaning. It is an external influence and it can change the 
members or the clients of an institution. (Said, 2009, p.89).  
There are four ways of transformation of Beginnings and Origins. The first one 
which influences the Beginnings of an organisation is sudden happenings which turn 
places into thanatourism attractions. For example Ground Zero in New York, after 
9/11 the place of the former World Trade Centre became within hours a place for 
grieving. The site was not built for this purpose, therefore the public managers had 
to deal e.g. with the problem of visitor control or social services. The sudden 
happenings whether man-made or natural, forces public managers to become 
tourism managers. (Seaton, 2009, p.90). 
Even though it is not common to change the Beginnings of an organisation, it is 
possible to use old facilities for new purposes and re-launch them for dark tourism 
attractions e.g. the Alcatraz prison in the USA, which is now a tourist attraction. 
There is also the possibility of created thanatourism sites. These sites are man-made 
and their purpose is from the beginning to function as a dark tourism site. The use 
of commercials is not every time a problem, since the lighter dark sites need 
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advertisement in order to attract more visitors, e.g. the Dungeons chain. 
The fourth kind of transformation is thematic strategy. This strategy is quite 
common among museums, libraries or galleries. The aim is to use dark tourism as a 
temporary topic in order to attract a wider field of visitors. The right use of the 
different media (books, pictures, paintings, etc.) at the exhibitions can provide a use 
of purposeful Otherness. It is also needed that the topic of the exhibitions fit with 
the main identity of the organisation in order to provide the aura of otherness. The 
risk of thematic strategy is that a wrong chosen topic can have an adverse effect to 
the institution and can also misguide the basic idea of the organisation. (Seaton, 
2009, pp. 89-94). 
The Table 1 will provide an overview about the above topic about Beginnings and 
Origins. It shows the four possible types of Beginnings and Origins of dark tourism 
and the managerial issues with the specific phenomenon.  
 
 
Table 1 Origins and Beginnings analysis and managerial action in thanatourism 
developments 
Seaton, 2009, p. 95 
Typology of 
thanatourism 
origins/beginnings 
 
Issues and management tasks 
Natural and Man-made Origins 
– natural disasters and 
human catastrophes 
 No human group responsible for origins of sites as tourism 
attractions (flood, fire, major atrocity sites) 
 Visitor interest/demand triggered by historical record or 
modern news/ publicity (Pompeii, Ground Zero after 9/11) 
 Reactive tourism management later required to control 
spontaneous tourism demand 
 May be ethical questions if commercial exploitation is 
introduced 
Man-made Origins – sites of 
functional change 
 Sites or locations originate with non-tourism functions (e.g. as 
military installations, gaols, catacombs, etc.) 
 Sites become functionally obsolete/ defunct 
 Sites re-launched/ represented as thanatourism sites 
 Tourism management required to effect changeover of 
function, possibly in consultation/ collaboration with site’s 
previous functionaries 
 Commercialisation likely to be adopted to launch and 
maintain transformed site  
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Man-made Beginnings 1: 
Created thanatourism 
attractions 
 Entrepreneurial or corporate action initiates the beginnings/ 
development of a site as thanatourism attraction (e.g. 
Madame Tussaudes, London Dungeon, Dracula Restaurant) 
 Target markets are typically mass tourists 
 Managers totally responsible for products, promotion, 
pricing, distribution 
 Commercialisation not a problem, since the sites have been 
developed as private sector enterprises 
Man-made Beginnings 2: 
Thanatourism as temporary 
thematisation strategy for 
cultural attractions and 
destinations 
 Site or attraction established as cultural/ heritage attractions/ 
destinations, often by public sector, local authorities or 
community groups 
 Initial/ main audience likely to be elite/ educated 
 Managerial desire to reach broader audiences or diversify 
appeals of institution or destination 
 Thanatourism adopted as temporary thematisation strategy 
 Products from heritage collections or destination attributes 
selected , sometimes in collaboration with other institutions 
and enterprises, to support thanatourism positioning for short 
periods (e.g. human skeleton exhibitions, guided cemetery 
tours and ghost walks in urban cities, Ned Kelly trails in and 
around Melbourne, etc.) 
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Stakeholders of dark tourism 
 
Another issue the managers have to consider is the different stakeholders: owners 
and controllers, represented subjects of thanatourism and/ or their spokespersons, 
the host communities and the audience/ visitors. These four stakeholder groups 
influence dark tourism sites with their relationship with each other. (Seaton, 2009, p. 
98) 
The owners and controllers can come from the public or private sector or from both 
sectors. The owners identify the main goals and the core mission of the dark site as a 
visitor attraction. They also set the basis for the implementation of the goals. The 
controllers have a wide spectrum of the working field. They have to deal with 
financial issues, marketing, promotion, etc. They basically control the sites according 
to the given strategy of the owners. (Seaton, 2009, pp. 98-99). 
The second stakeholder group is the represented subject groups. Some dark tourism 
sites display the past of other people to the contemporary society. There are several 
sites which attract more than one visitor group and not all visitors are appealed 
equally to the site. For example, at battlefields there are at least two represented 
subject groups. The tasks of the managers are to define the way of representation. 
They also have to provide consultation to the represented groups in order to avoid 
dissonance between these stakeholders. Some ways of representation are political 
influenced and therefore it could be that one subject group will be only a marginal 
group. (Seaton, 2009, p. 99). 
The third group is the host communities. Dark tourism sites can be located at areas 
which some people see as their home. These places are sacred for them, because it is 
their homeland, hence tourists can be seen as disturbers. Therefore the mangers have 
to consider the benefits and disadvantages for the host community. The general 
problems of too much tourism also concern dark tourism sites. Environmental 
problems (pollution, noise, etc.) and social pathologies (crime, drugs, etc.) can also 
be negative side effects of dark tourism. In some populations thanatourism is not 
only associated with death, but also with violence and traumatic actions. There are as 
well less dramatic forms of grief tourism which can be unwanted at the host 
community. Statues can be also seen as a disturbing factor, especially if the person is 
associated with an unwanted past (e.g. Holocaust sites in Eastern Europe).  
(Seaton, 2009, p. 100). 
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The last stakeholder group is the visitors. This group is the most critical stakeholder 
group for any kind of tourism. The way in attracting visitors to a dark site depends 
on the nature of the site. A commercial run site needs a specific amount of visitors in 
order to get profit. Sites which are funded by the public sector do not seek for a high 
amount of visitors, but during the last decades these sites also focused on new 
visitors groups in order to get more funding. (Seaton, 2009, p.99). 
Since dark tourism sites attract a various number of interest groups, the right 
marketing is important in order to avoid a loss of visitors due to wrong marketing. 
Most thanatourism sites deal with sensitive topics and therefore it is necessary to get 
constantly feedback of the visitors. The process is important, because it involves the 
audience into the site’s development. (Seaton, 2009, p.99-106). 
Nowadays, they can be a fifth stakeholder added: the media. During the last two 
decades tourism became more newsworthy. A managerial practice to support the 
media with brief information about the aims and objectives of a dark tourism site 
can avoid moral panic or at least reduce it.  
The relationships between the different stakeholders need to be continuously 
updated in order to have a balanced relationship. (Seaton, 2009, p.106). 
The table 2 provides a short overview about the relationship of the different 
stakeholders within the heritage force field. The questions in the table need to be 
answered by the managers of the dark tourism sites by consultation with the 
stakeholders. 
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Table 2 The heritage force field 
Seaton, 2009, p. 105 
Owners/ controllers 
 Goals/ interests of 
institution? 
 Goals/ interests of 
financial backers? 
 Goals/ interests of 
animators-researchers, 
creative, etc.? 
 Other groups/ interests 
(e.g. governmental)? 
 
 
 
POWER 
And 
TIME 
Host community 
 Their relationship 
to heritage narrative 
and subject groups, 
and to owners and 
controllers? 
 Their participation 
in, and benefit 
from, heritage 
development? 
 Their acceptance of 
visitor numbers? 
 
POWER 
And 
TIME 
 
HERITAGE 
DEVELOPMENT 
 
POWER 
And 
TIME 
Subject groups 
 Their benefit from 
narrative? 
 Degree of participation? 
(Whose story? Whose 
blame? Whose heroic 
narrative? Whose 
exclusions/ silences?) 
 
 
POWER 
And 
TIME 
Visitor groups 
 Their relationship 
to subject 
narratives/ silent 
narratives? 
 Their relationship 
to and with 
subjects, owners/ 
controllers. Host 
communities? 
 Their tastes – 
aesthetic, historical, 
etc.? 
 
 
 
Authenticity and Political Ideology in Dark Tourism 
 
Authenticity is for several dark tourism sites important and needed. The tourists 
want to experience the real dark site product. The first researches on authenticity 
going back to the mid-1800s. At this time was the beginning of rail travel, hence the 
start of mass-tourism. People were able to travel to destinations which were further 
away and therefore they were able to discover new areas and cultures. 
But what is a good authentic dark tourism experience?  
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At first it is needed to have an interpretation of the site. The representation of the 
dark attractions depends on the interpretation and narrative of the surroundings. It 
can also happen that the representation is placed at a different location and time, e.g. 
re-enactments of battles. Dann (1998) and Howard (2003) argue that these re-
enactments are inauthentic, because it is a play of the original event and none of the 
participants gets hurt for real. Therefore it is more seen as an edutainment event. 
Edutainment means the mix of education and entertainment purposes of dark sites 
which can be found at lighter dark sites. (Sharpley & Stone, 2009, pp. 111-112). 
There are different forms of representation and interpretation of thanatourism sites. 
Interpretation is a key element in dark tourism. The dark sites are seen to provide 
certain factual information about events. The traditional way of interpretation does 
not allow a connection between place and object with the visitor. The thinking about 
interpretation and its importance to tourism sites changed in the 1950s with the 
work of Freeman Tilden. He showed that interpretation is multi-dimensional and 
connects the visitor’s world with the site. (Sharpley & Stone, 2009, p.113). 
Tilden suggests that interpretation is: 
“An educational activity which aims to reveal meanings and relationships through the use of 
original objects, by firsthand experience, and by illustrative media, rather than simply to 
communicate information” (Tilden, 1977:8).  
This definition means that interpretation is more than just providing information 
and that there are several ways how visitors can interpret a site. (Sharpley & Stone, 
2009, p. 114). 
Even though interpretation is necessary for dark tourism sites, there is the risk of 
misinterpretation. According to Howard (2003) there can be three problems of 
interpretation. The first one is that the tourists misunderstand the meaning of the 
dark sites. The visitors might not associate the happening as cruel or bad, since other 
tourists visit the site as well. Therefore, it is important not to mislead the visitors 
through the interpretation. The second issue of interpretation is that some narratives 
and stories of the sites are based on political ideology. This can prevent the visitors 
to create their own interpretation. The third problem is that the provided stories are 
based on inauthentic storylines. Therefore the tourist gets inauthentic information 
about the past event and gets the image of not such a cruel activity. (Sharpley & 
Stone, 2009, pp.114-115). 
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As mentioned above, tourists are seeking for authentic experiences. The expectations 
of tourists to authenticity depend on several influences which cannot be measured. 
These intangible influences can be the emotions of the tourists, the nature of the site 
and the represented event. It is also argued by Cohen (1988) that the focus should be 
on the individual, the experience of authenticity and to which extent the tourists 
understand the meaning of the site with their social world. And Xie and Wall (2008) 
wrote that the focus should not be on the level of authenticity, but on the process of 
authentication, how and why is a site authentic. (Sharpley & Stone, 2009, pp. 115-
116). 
Figure 3 explains the link between consumption or experience of a dark site and the 
following identity creation. Interpretation is a filter of emotional responses at 
thanatourism sites which can also provide an understanding of the site. The figure 
shows the relationship with key elements of authenticity. A misleading interpretation 
can influence the consumption and identity in a wrong way and may create an 
inauthentic experience. (Sharpley & Stone, 2009, p. 117). 
 
 
 
 
 
 
 
 
 
Figure 3 Dark tourism: Interpretation and identity 
Sharpley and Stone, 2009, p. 117 
Another part of interpretation of dark tourism sites can be done through 
kitschification. The word kitsch comes from the German word ‘verkitschen’ which 
means to cheapen. Original it comes from the mass production which provides to 
purchase cheap things with a lack of cultural refinement or taste. (Sharpley & Stone, 
2009, 119-120).  
Interpretation 
Consumption 
Memory/ 
commemoration 
 
Identity 
Authenticity 
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The main field of kitsch in tourism are the souvenirs. These are produced in mass 
and therefore can be offered to a lower price. In dark tourism, kitschification can 
provide a feeling of comfort and safety. For tourists who visit dark sites the 
phenomenon of comfort and safety can be important and it can help to understand 
the tragic happen. For other tourists souvenirs are a reminder of the places they visit, 
similar to a status symbol which shows where the person went for holiday. The third 
group associate nostalgic or melancholic feelings and events with the souvenirs. 
(Sharpley & Stone, 2009, pp. 121-127). 
There are many different ways of representing and interpreting dark tourism sites. 
All have to consider the authenticity of dark sites in order to avoid misleading 
interpretations by the tourists. The influence of kitsch among the thanatourism 
products and services is in some cases important for the site. Kitsch shows that 
death can be transformed into something else, less dramatic things. Therefore 
tourists and visitors can handle traumatic happenings and have a safe feeling. 
(Sharpley & Stone, 2009, pp. 127-128). 
 
Political Ideology 
 
Dark tourism sites which are funded or run by the public sector have to deal with 
the political ideology of the host community or country. Especially the darker sites 
have to deal with political topics. The relationship between tourism and politics has 
been long discovered. There are two ways in which tourism influences politics or the 
other way around. The first one is the economic issue; through tourism the host 
community gets money. Therefore, the politics have to decide how much tourism is 
good for the host. The second one is cultural based, some politics see tourism as a 
chance to promote their country and/ or create a new identity through tourism. 
(Sharpley, 2009, pp. 146-149). 
The extent to which the political influences can be effective depends on the political-
economic situation of the state. Even though the state can influence tourism, it 
cannot always prevent certain events. In the early 1990s the heritages of the 
communism time in Eastern Europe were a magnet for tourists. The involved states 
did not plan that these sites will become a tourist attraction.  Nowadays these 
countries reject their past and try to promote their cultural and natural sites. 
(Sharpley, 2009, p. 149). 
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Politics have to consider which kind of topics should be promoted through political 
influences. There are topics which are susceptible for these influences, like battle 
fields, Holocaust topics, religious conflicts, etc. It is also necessary to avoid a 
dissonance between the different stakeholders, particularly the different groups of 
visitors. Thus not only the dark site managers, but also the politics have to think 
carefully what and to whom the sites will be presented. (Sharpley, 2009, pp. 150-
152). 
The different stakeholders have their own history and associate them to the dark 
tourism site. The sites and memorials to the Nazi time and the Holocaust are for 
some stakeholders a quite sensitive topic. However, it is important not to deny or to 
diminish the role of the own country to certain events. (Sharpley, 2009, pp. 161-162). 
According to Poria (2001, 2007) there are four groups of histories which the 
stakeholders have to consider. The first one is called good active history and means 
that the past actions carried out by ‘my’ society stimulate confident feelings. The 
second history is called good passive history. This signifies the past actions which 
were not undertaken by ‘my’ society but they could benefit from. The third one is 
called bad active history and deals with the past actions of ‘my’ social group which 
occur negative feelings. The last history is the bad passive history. This one means 
that the past actions were not undertaken by ‘my’ social group, but arise negative 
feelings, like sadness. (Sharpley, 2009, p. 162). 
These histories are important for the political ideology in order to avoid dissonance 
between the stakeholders. Another way to avoid dissonance is to re-write the 
narratives of certain sites. This process is not always possible, because it depends on 
several factors e.g. the nature of the site. The political ideology also influences the 
process of re-writing the narratives by its power to the site. (Sharpley, 2009, p.163). 
After defining and clarifying the term of dark tourism; the thesis will now focus on 
the dark fun factories.  
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2.1.1 Dark Fun Factories 
 
According to the darkest – lightest dark tourism spectrum of Stone (2006) the dark 
fun factories belongs to the lightest form of dark tourism. He also defines dark fun 
factories as follows: 
“A Dark Fun Factory alludes to those visitor sites, attractions and tours which predominately 
have an entertainment focus and commercial ethic, and which present real or fictional death and 
macabre events. Indeed, these types of products possess a high degree of tourism infrastructure, are 
purposeful and are in essence ‘fun-centric’.” (Stone, 2009, p.169). 
The definition of Stone means that the dark fun factories are commercially based 
and are places which associate the death and macabre. The infrastructure needs to be 
high developed in order to attract as much visitors as possible. The dark fun 
factories can be seen as mass tourism attractions, but dealing with taboo topics. 
(Stone, 2009, p. 168-169).  
Another feature of dark fun factories is that they have the ability to change the 
negative feeling of fear into a fun emotion due to the story telling. Among the 
society the dark fun factories are more accepted, since the show the past in form of 
entertainment. The entertainment part plays a key role among the dark fun factories 
in order to attract the visitors. Another key element is marketing, since the dark fun 
sites are commercially based and they have to be market as a dark fun factory. 
(Stone, 2009, p.169). 
The planned ‘Dracula Park’ in Romania can be seen as an example for a dark fun 
factory. The park was planned to be built in Transylvania and it should have been a 
dark tourism based theme park. The story of the park is based on the novel ‘Dracula’ 
written by Bran Stoker who was inspired of the mythical stories about Vlad Tepes. 
Vlad Tepes, also known as Vlad the Impaler was a Romanian King during the 15th 
century. He was known to impale his enemies. The park was planned to be located 
near his birthplace, but since this area is part of the UNESCO world heritage, the 
park was never built. (Gröblacher, Die Presse, 2009).  
The example of the Dracula Park shows that the location of a dark fun factory is 
important, since it will attract a high amount of tourists. The dark fun factories need 
a good developed infrastructure in order to provide an easier access for the tourists. 
(Stone, 2009, p.169). 
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Another example for a dark fun factory is the Dungeon Attraction which shows the 
dark past of the medieval time in several European cities. (Stone, 2009, p.170). 
The chapter 3 will explain the Dungeon Attraction in further detail on the example 
of the Edinburgh Dungeon. 
As mentioned above the dark fun factories handle with taboo topics, but still they 
are socially accepted. The sites create an aura of comfort, since the narratives are 
entertaining, educating and fun. However, it is possible that the tourists will compare 
the told story with their own social life and perhaps judge his life with the other 
showed ones. (Stone, 2009, pp.184-185). 
Another part of the lighter forms of dark tourism is kitsch which also creates a safe 
feeling, because it minimise the level of tragedy. The dark fun factories offer an 
escape of the ordinary life of the tourists, even though the sites are seen as mass 
tourism places. Another feature of lighter dark tourism is that the level of angst. The 
visitors are scared, but in a positive way. They know that it ‘only’ a story and a show 
which is intended for their entertainment, even though it is based on a true story. 
(Stone, 2009, p. 185). 
Now, after explaining the terms of dark tourism and dark fun factories, this thesis 
will discuss the topic of destination marketing with a focus on market research and 
customer satisfaction. 
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2.2. Destination Marketing 
 
In order to understand the term of destination marketing, this subchapter starts with 
a definition of the term destination. According to the Oxford Dictionaries 
destination is: 
“A place to which someone or something is going or being sent”. (Oxford Dictionaries, 
2013).   
The World Tourism Organization (UNWTO) defines destination also as a place 
which is visited by people. (UNWTO, 2013). 
For tourism it means that tourists visit a place for a specific time. Destinations can 
be varying from a state to a local community or from a resort to a restaurant. 
Destinations have a multidimensional nature. Therefore, the smaller a destination 
region is, the higher is the level of internal homogeneity. This is a logical 
consequence, since a small region provides more equal interests than a wide region. 
(Pike, 2004, p. 11-12).  
The second term is marketing and it will also be defined first. Kotler (1999) defined 
marketing as  
“A social and managerial process by which individuals and groups obtain what they need 
through creating and exchanging products and value with others.”  (Kotler et al. 1999, p. 12 
in Pike, 2004, p. 12). 
According to Kotler’s definition marketing provides information about products or 
services and it can be also seen as an interaction platform of the supply and demand 
side. In tourism the supply side is the tourism industry which wants to motivate the 
demand side in purchasing their products. The demand side is the consumers who 
are looking for products and services for their needs. (Pike, 2004, p. 12). 
In order to have a successful marketing it is necessary to have a marketing 
orientation. The process of marketing orientation can help to figure out the needs 
and wants of the target market. It also supports the goals of an organisation, since it 
stays out the accomplishments. (Kotler et al. 2003 in Pike 2004, p.12). 
There are four phases of marketing directions. The first one is the production 
orientation. This phase is typified by the lack of available goods and services. It is a 
seller’s market, but the problem of this alignment is to increase the output. The 
29 
 
 
second phase is the selling orientation. Due to the technical revolution it is possible 
to produce in mass. The mass production allows lower prices and a production in 
excess. This phenomenon improves the competition between organisations. It is a 
buyer’s market which provides an increased output. The third direction is the 
marketing orientation. The increased competition leads to the result that selling 
products is not any more satisfying the needs of consumers. Therefore marketing 
orientation supports identification of consumers’ needs and wants. The production 
is based on the desires of consumers and hence the base of what will be produced. 
(Medlik & Middleton, 1973 in Pike, 2004, pp. 12-13.). 
After the first three directions, there can be a forth one added: social marketing 
orientation. This is involves the well-being of the environment as well as the society. 
It means that local people and the environment should not be affected negatively 
and the resources should be used in a balanced way. (Pike, 2004, p. 13). 
Now, after a briefly explanation of destination and marketing, the subchapter turns 
to the combination of both terms: destination marketing. 
 
Marketing Mix – 7 P’s and 4 C’s 
 
Destination marketing is carried out through destination marketing organisations 
(DMO). According to Destination Marketing Association International DMO’s are 
organisations which deputise a certain destination and supports the long-term 
development of the region through tourism strategies. (Destination Marketing 
Association International, 2013). 
Since destination marketing is a kind of marketing, the DMO’s have to consider the 
marketing mix. The marketing mix is a base for a good marketing strategy and it 
involves the 4 P’s which are product, price, place and promotion. During the last 
years three more P’s were added: people, process and physical evidence. (Pike, 2004, 
p. 126). 
The first P, product, can be also seen as a service. In general the product is strongly 
connected with the consumption of consumers. Therefore it is possible to customise 
the product or service according to the needs and wants of the customers. But the 
customisation should be in an acceptable way, in order avoid the decrease of 
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standards in production. The main difference between a product and a service is that 
products are tangible and services are intangible. The standardisation of services is 
therefore more complex, since it is involving people. 
(ManagementStudyGuide.com(a), 2013). 
The second P is the price. It shows the value of a product or service. For products 
the price includes for example the costs of raw materials. Services need a bit 
different price calculation, since there are more influences for the price than at a 
production line. For example, a restaurant charges not only for the food, but also for 
personal costs. At the end of the price making process for services and products 
there will be a reasonable profit margin added. (ManagementStudyGuide.com(a), 
2013). 
Place, the third P, plays for services a more important role than for products. The 
amount of products which is not used can be stored, since they are tangible. Since 
services are intangible, they cannot be stored. Therefore the location in which the 
service is provided and consumed is significant for the service provider. A tourism 
resort is most likely located in a rural area in order to offer a relaxing holiday for the 
tourists. (ManagementStudyGuide.com(a), 2013). 
The fourth P is promotion. Products and services can be easily imitated or 
replicated; therefore promotion can help companies to differentiate themselves from 
the competitors. For similar products and services the utilisation of advertising is 
strongly common (e.g. airlines, banks, etc.) in order to attract potential customers. 
(ManagementStudyGuide.com, 2013).These was the first 4 P’s which were 
introduced by Jerome McCarthy in 1960. (Fetherstonhaugh, 2009).  
As mentioned above, there are nowadays three more P’s: people, process and 
physical evidence. These three extra P’s are a key element for the marketing mix at 
the service sector. The fifth P is people. Services are carried out through people; 
hence they are necessary for companies. The experience of the service depends on 
the person who delivers the service. Therefore staff training became important for 
companies in order to provide good services. (ManagementStudyGuide.com(a), 
2013). 
Process is the sixth P in the marketing mix. The method of how the service is carried 
out is decisive, since the customers should be treated in the same way. Hence, there 
are companies which provide outlines in order to offer the same service. 
(ManagementStudyGuide.com, 2013). 
31 
 
 
The last P is physical evidence. By nature services are intangible and some service 
providers combine their service with tangible elements in order to improve the 
customer experiences (e.g. the interior design of restaurants). 
(ManagementStudyGuide.com(a), 2013). 
The figure 3 will provide a visual overview of the 7 P’s.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3 Von den 4 P’s zu den 7 P’s (from the 4 P’s to the 7 P’s) 
Gert Heopner Marketing-Lexikon, 2013 
According to Pike (2004, p. 127) the marketing mix can be problematic for DMO’s, 
since they cannot influence all parts of the mix. The price of a product or service is 
depending on position and brand of the destination. The term brand and branding 
will be discussed later in this subchapter. Therefore the DMO’s have to develop a 
marketing strategy which is also customer based the 4 C’s: customer, cost, 
communication and convenience. (Pike, 2004, pp. 126-127). 
The first C is customer. The customer is needed for purchasing or consuming a 
Marketing 
Mix 
Physical Evidence 
Process 
People 
Place 
Price 
Promotion 
Product 
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product or service. Therefore the current needs and wants of the customers should 
be considered during the product development. In order to determine the present 
needs and wants, it is necessary to undertake a market research. (Kar, 2011). 
Cost is the second C and it means that the price setting should consider the value of 
a product or service to the customer. The third C is convenience. The place where a 
product or a service is purchased is important to the customer. It can also help to 
make the decision what to buy. The last C is communication. Through 
communication channels the producer is able to interact with the customers. The 
kind of communication channels is important in order to provide a good 
communication with the customers. Another point of communication is brands. 
Through the right communication the customers will be aware of brands and this 
influences their buying behaviour. (KAr, 20011). 
The figure 4 will provide an overview with a short summary about the 4 C’s. 
  
• Communication 
channles
• Brand 
ambassadors
• Location to 
deliver service or 
to sell product
• How to deliver 
place utility 
• Price paid by 
customer
• Value vs price 
mapping
• Product 
capability
• Capability match
• Consumer 
orientation
Consumer Cost
CommunicationConvenience
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Figure 4 4 C’s of marketing mix 
adapted from Kar, A., 2011. 
 
 
Customer Relationship and Target Markets 
 
The relationship with the customers is important for DMO’s, since the customers 
are significant for destination. Therefore destination marketing involves customer 
relationships strategies. The goal of a profitable customer relationship is that there 
will be regular customers. Therefore the DMO’s strive to enhance brand loyalty. The 
research of relationship marketing is important for building long term commitments 
with the customers. (Pike, 2004, pp. 127-128). 
In order to develop customer relationships the DMO’s have to identify their target 
markets. DMO’s have mostly no direct influence about the products and services 
which are offered in the destinations as well as to the product development. Hence, 
it is necessary to find markets which are interested into the current products and 
services of a destination. (Pike, 2004, p.129). 
The challenge for DMO’s is the broad marketing. Tourism is not a homogenous 
group of people and the wide variety of tourists should not be treated as one interest 
group. Therefore the DMO’s have to develop their marketing according to different 
segment groups. The target groups are important for the DMO’s, since they also 
influence the image of the destination. (Pike, 2004, p.130). 
Since destinations operate in mass markets, the image can differ between the 
different segment markets. Hence, the position of the destination is important, 
because this helps to find out the differences between the segments. It can also allow 
different promotion strategies according to the segments. There are two possibilities 
how the segmentation can be undertaken. The first one is a priori which means that 
the criteria for differentiate the markets are already available. This practise is mostly 
done by smaller DMO’s. The segmentation is done by simple obtainable information 
like geographic or demographic description. The second possibility is called posteriori. 
This one means that there is no prior information available and the DMO’s have to 
develop their own criteria for the segmentation, like desires and attitudes of the 
consumers. (Pike, 2004, pp. 130-131 & 133). 
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There are several portfolios and calculations which support the segmentation of the 
markets. One of them is the Destination-Market Matrix by McKercher introduced in 
1995. This matrix shows the balance between the quantitative and qualitative analysis 
of a destination. It also provides information about the destination life-cycle as well 
as the growth-share market. (Pike, 2004, p. 131). 
The Destination-Marketing Matrix displays six relationships between the destinations 
and their markets. It shows that all markets are equally important and the level of the 
market’s life-circle. The age of the markets in each life-circle stage and future 
predictions according to the markets can be seen as well. Also the number of 
interested markets and the interrelationship between the existing markets is shown 
by this matrix. (Pike, 2004, pp. 131-132). 
Figure 5 shows the Destination-Market Matrix of McKercher (1995). 
 
 
New Expanding 
Tired Stable 
 
 
Figure 5 Destination-Market Matrix 
adapted from McKercher, 1995 in Pike, 2004, p.132 
Growth 
Decline 
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The Destination-Market Matrix starts with the new stage. At this life-circle stage the 
market were introduced to the destination. In the second stage, expanding, the 
market grew within the destination. At the third stage, stable, the market can provide 
stable influences to the destination. The last stage is tired in which the markets are at 
the end of interest to the destination. The vertical axe shows at what age the market 
is at a stage. According to McKercher this matrix is suitable for most of the DMO’s, 
because the markets can be divided to the mean specific for on market. (Pike, 2004, 
p. 132). 
However, the general tasks for marketing portfolios are to define the budget for each 
market and the understanding of the market relevance. The definition of key markets 
is also a part of a marketing portfolio. These portfolios can support the DMO’s to 
demonstrate key issues of the markets to the stakeholders. It is also important to 
discover if there are weaker markets, therefore an analysis of the markets can 
support this process. The DMO’s can decide if there is a need to support the weaker 
markets or if they are not needed anymore for the destination, due to change in 
customer desires. (Pike, 2004, pp. 132-133). 
After the markets and key issues discovered and defined it is necessary to inform the 
stakeholders about the results. For destination marketing it means, that especially the 
stakeholders with direct contact to the tourists should have knowledge about their 
markets as well as the offered brands. Since there are several stakeholders involved, 
not all of them can have an understanding of brand strategy. Hence the DMO’s 
coordinate three cooperation ways among and with the tourism operators. (Pike, 
2004, p.140). 
The first one is the need of expanding the budget for promotion. The pooling of 
several smaller tourism businesses provides cost savings and there is the possibility 
of entering higher competitive markets. The second one involves the experience of 
the tourists. For DMO's and tourism operators it is necessary to provide a good 
service or product. However it can happen that there is a bad service or product. 
Therefore, the DMO’s and tourism operators have to analyse the quality and the 
marketing of the destination. 
The third way of cooperation is synergy of brands. It means that the DMO’s have to 
work together with several businesses and that there is a need to develop a brand 
concept of the destination in order to gain profit. (Pike, 2004, pp. 140-141). 
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Another key element of destination marketing will be discussed now at this 
subchapter: marketing communication. 
 
Marketing Communication 
 
The DMO’s have the most control over the communication with their target 
markets, therefore this step is their focus. The aim of marketing communication is to 
improve brand connotation and the market position. It also informs, convince or 
remind the customers about a certain destination. Due to high competition, it is 
common that ingenious promotion ideas are adapted by the so called rival 
companies. The consequence is that there will be common activities among the 
destinations. (Pike, 2004, p. 141). 
There are five promotional key tools which provide the basis of marketing 
communication: advertising, public relations (PR) and publicity, direct marketing, 
sales promotion and personal selling. (Pike, 2004, p. 141). 
Advertising is according to Kotler et al. (1998) a “paid non-personal promotion of ideas or 
products by an identifiable sponsor.” (Kotler et al., 1999, in Pike 2004, p. 142).  
In other words, advertising stimulates the consumers to purchase a specific product 
or service which satisfies their needs and wants. Advertising have to be planned and 
there are four steps which have to be considered while planning advertising. 
 Objective setting 
 Budget calculation 
 Message decisions 
 Campaign evaluation 
Objective setting means that the DMO’s have to consider the aims according to their 
target market and to the communication channel. Budget calculation involves the 
distribution of the provided money to different parts of the process. The message 
decisions include the content of the message as well as the medium of dissemination. 
The last step is the evaluation of the campaign. It shows the end results, e.g. sales. 
(Pike, 2004, p.142). 
Destinations are multi-attributed places and therefore the advertising to a multi-
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dimensional market can be different for DMO’s. Hence, it is argued that DMO’s 
should focus on the destination brand rather than to all destination features. Another 
point is that the advertisement involves a differentiation to other destination in order 
to attract customers. (Pike, 2004, p.142).  
The second promotion tool is public relations (PR) and publicity. The word of 
mouth is for destinations an important way of publicity. These can be either positive 
or negative. There is a proverb that any publicity is a good one unless it is an 
obituary. This adage means that it does not matter what is talked about the 
destination, important is that someone is talking about the destination. For some 
destinations the proverb might be true, but there are several places which are 
depending on positive publicity. However, the DMO’s cannot control what is said 
about the destination as well as who said what. (Pike, 2004, p. 144) 
PR can be controlled by the DMO’s. The aim of PR is to create an affirmative image 
as well as getting good publicity through a positive destination impression. Another 
aim of PR is to keep the balance between the internal and external stakeholders in 
order to stay with them. PR can also support smaller DMO businesses, because it 
saves the cost for advertising. (Pike, 2004, pp. 144-145).  
The media is and can be used by DMO’s for their PR. The news have in some cases 
a bigger influence to consumer decisions than advertising, since some consumer 
have a suspicious opinion to paid advertisements. The DMO’s have mostly no 
influence what is shown in public news and at the entertainment media. However, 
DMO’s using travel writers in order to have a slightly influence about the 
publication. Also other media like movies and TV programmes can be used for PR. 
An example for this phenomenon is the promotion of New Zealand through the 
movie trilogy Lord of the Rings. During the years New Zealand used the success of 
the movies to promote itself. (Pike, 2004, pp. 145-147).  Also the first movie of the 
trilogy The Hobbit was used in 2012 to promote Air New Zealand through a safety 
video. (Air New Zealand at Youtube, 2012). These two examples show the influence 
of media according to PR of a destination.  
The third step of promotion is personal selling and it is an effective but also a crucial 
part of promotion. For DMO’s travel trade events are part of the action plan.  In 
order to save high advertising costs it is a common way to promote and get in-touch 
with the potential customers. At these events it is possible to meet new stakeholders, 
due to arranged meetings with tourism suppliers. The meetings are in smaller groups 
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of retailers and wholesalers. Since most of them are unfamiliar with the place where 
the travel trade event is hold, they take part at a tour in order to get conversant with 
the place. This part of the meetings can be seen as a promotion of the host area of 
the travel trade event. (Pike, 2004, pp. 148-149). 
Travel trade events can be also used for sales promotion. Sales promotion means the 
activities to increase the sales of a product or service and it is temporary. During the 
time of the sales promotion the distribution of the product or service is increasing. 
After the sales promotion ends the distribution decrease, but it settles down on a 
higher level than it was before the promotion. (The Economic Times, 2013). 
Sales promotion can be divided into two parts: trade and consumer based 
promotion. Trade based sales promotion involves activities which push the trade 
(retailers, wholesalers, etc.) to stock more products and therefore to reduce stock-
outs and enhance the sales through the marketing channels. These activities can be 
expensive for companies and therefore they need a good planning. (The Economic 
Times, 2013). 
The consumer based sales promotion includes activities which pull the consumer to 
purchase a specific product or service. This kind of sales promotion is using 
advertisements at public media, like TV or radio. The risk of consumer based sales 
promotion can be that the consumers are waiting for a specific sales promotion in 
order to purchase brands. This way can influence the sales of a brand negatively. 
Therefore, the promotion should be considered as a tactical way of increasing the 
sales. (The Economic Times, 2013). 
The last promotional tool is direct marketing. It means that the information about 
the product or service will immediately reach the consumers. Direct marketing 
includes the distribution of flyers or brochures and it does not take place at the 
internet, TV or radio. This way of promotion is mostly done by businesses with a 
smaller budget for advertising, since it is cost effective for them. (Investopedia, 
2013).  
During the last two decades the use of internet increased and therefore the DMO’s 
have to consider an online marketing way as well. The main challenge for DMO’s is 
to develop an online marketing strategy, since it requires different knowledge than 
the traditional ways of marketing. Therefore, it is necessary to provide a continuous 
training for the staff which is involved with online marketing. (Pike, 2004, pp. 151-
152). 
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After a brief overview of marketing communication the subchapter will provide now 
an outline of the term destination branding. 
 
 
Destination Branding 
 
“A brand is name, sign, or design, or a combination of them, intended to identify the goods or 
services of one seller or group of sellers and to differentiate them from those of competitors.” (Kotler, 
1997, p. 443). 
The definition of Kotler means that brands are easy to recognise and support the 
consumer decision what to purchase. Kotler and Gertner (2002) also argued that 
brands stimulate the consumers, because they evoke emotions and creating beliefs in 
the product. Brands have the capability to influence the value of a product or 
service. (Kotler & Gertner, 2002, p. 249 in Pike, 2004, pp. 69-70.). 
Brands support the differentiation of companies to their competitors and it shows 
customers what to expect of the products and services. In some cases the brands are 
able to build a customer base. This customer base is purchasing only products of a 
certain brand, even there are alternatives on the market. (LearnMarketing, 2013). 
Brands have their own value and this is called brand equity. The brand equity 
supports the level of selling. A brand with a strong value will be purchased more 
often than one with a weak value. Branding is one of the core strategies of 
marketing; therefore it is necessary that the brands should be consumer-based. The 
use of brands is more marketing effective, since the consumers know what to expect 
of a certain brand. (Pike, 2004, p.71). 
In order to strengthen the brand value it is needed to have a brand strategy. These 
are line extension, brand extension, multi branding and new brands. Line extension 
means that businesses expand the product line of an already existing product with 
new features, e.g. new flavours of chocolate bars. (LearnMarketing, 2013). 
The second strategy is brand extension and it involves the process of expansion to 
new business areas of a successful brand e.g. the Virgin Group which extended from 
record stores to airlines, mobiles and banking. (LearnMarketing, 2013). 
Multi Branding means that a business is introducing more brands to its current 
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category. This strategy can support the maximisation of the business profit. The 
companies need to be aware that their own brands are competing with each other 
for market share. (Learning Marketing, 2013). Examples for multi branding are P&G 
(Proctor & Gamble) which owns brands like Duracell, Head & Shoulders and 
Pringles and another example is Volkswagen which owns brands like Volkswagen, 
Audi and Lamborghini. (Labbrand, 2008).  
The fourth strategy is New Brands. It is the process when a new brand is launched. 
The new brand should compete with already existing rivals and it is mostly 
introduced as something new and fresh on the market. (LearnMarketing, 2013). 
The brand strategies are a base for destination branding. Destinations offer 
intangible services as well as tangible products; therefore the branding of them needs 
to be done through the branding components. According to Aaker (1996) these 
components are brand identity, brand image and brand positioning. (Aaker, 1996 in 
Pike, 2004, p. 74). 
 Brand identity is the company’s perspective of the brand. The company creates the 
parts of the brand (name, logo, message, etc.) in the way of how the consumers 
should perceive the brand. It does not matter how the brand is actually perceived. 
(Investopedia, 2013). 
Brand image is what the consumers thinking about the brand. The brand image is 
formed with consumers’ associations with the brand and it evokes emotional values 
and not only a mental image. It brings the mission and vision of a company to the 
customer and brand image can be strengthened through advertising, word of mouth 
and other promotional tools. Over the time brand images are formed by themselves 
through the experiences of the customers. (ManagementStudyGuide (b), 2013). 
The third part is brand positioning. The aim of brand positioning is to communicate 
with the consumers. It shows the reason and benefits of the brand to the customers. 
Brand positioning includes the identification and determination of similarities and 
differences in order to ascertain a suitable brand. A strong brand positioning can set 
the marketing strategy, because it explains the brand details, the brand uniqueness, 
similarities to competitors as well as the reason why to purchase this certain brand. 
The brand positioning supports the companies in developing and increasing the 
essential information about customers’ behaviour according to this brand. 
(ManagementStudyGuide (c), 2013). 
According to Aaker, there is a risk that companies can fall into the brand image trap. 
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This means that the image of the consumers is define the brand identity. In this case 
the brand identity will change according to the mood of the consumers. It should be 
that both types are treated separately and that the brand positioning is the 
communicating channel. (Aaker, 1996 in Pike, 2004, p. 74). 
The figure 6 will provide a visual outline of the interaction between brand identity, 
brand image and brand positioning. 
 
 
 
 
 
 
 
 
 
 
Figure 6 Brand Identity, Brand Image, Brand Positioning 
Pike, 2004, pp. 75, 94 & 112. 
 
The challenge for DMO’s is to put the branding theory into practise at destinations, 
because destinations are multi-attributed and the customer markets are multi-
dimensional. Therefore the DMO’s can consider the consumer-based brand equity 
model of Aaker (1991). The model includes four main parts: brand loyalty, brand 
awareness, perceived quality and brand associations. (Pike, 20014, p. 75). 
Brand loyalty is the repetition of consuming a specific brand. For destinations it 
means that the customers will visit a certain destination several times in a row. The 
main advantages for destinations of brand loyalty are lower marketing costs, an 
increased travel trade influence and the spreading of word of mouth 
recommendation. (Pike, 2004, p.75). 
Brand awareness is the base of sales activity. It is carried out by using the AIDA 
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principle. AIDA stands for attention, interest, desire and action. Brand awareness 
should appeal attention to the brand, incite interest into the brand, develop desire of 
the brand and bring the consumer into action according to the brand. Brand 
awareness shows how strong a brand is in the customers’ minds with the aim of 
remembering the reasons of intention. (Aaker, 1996 in Pike 2004, p. 76). 
Perceived quality is what the customers recognise to a certain brand. It shows if a 
brand is able to fulfil the desires of the consumers according to the experiences with 
the brand. Perceived quality is a significant influence on price setting, because the 
level of quality affects the price which consumers want to spend to a brand. (Hunt, 
1975; Mayo 1973 in Pike, 2004, p. 76). 
Brand association is everything what is in a consumer’s mind related to a brand. 
(Aaker, 1991, p.109). 
Aaker’s definition of brand association means for destinations that the visitors have 
in mind what are the benefits for them of a certain destination. Therefore, the 
DMO’s have to consider marketing the useful and emotional characteristics of the 
destination. They also have to contemplate that brand association is strong, 
sympathetic and unique, hence the brand association is a critical point of brand 
marketing. (Keller, 2003 in Pike, 2004, p. 76-77). 
Destination marketing involves several different steps which have to be considered 
in order to provide a good marketing strategy. The 7 P’s and the 4 C’s are a basis for 
the DMO’s to analyse the current position of the destination. The analyses support 
the development of marketing strategies. The communication between the DMO’s, 
the stakeholders and the end customers is a significant part, since it provides 
information about the involved groups. The DMO’s have to use destination 
branding in order to be competitive.  
 
After the explanation of destination marketing and it involved steps this subchapter 
will turn to market research and afterwards it will focus on customer satisfaction. 
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2.2.1. Market Research 
 
According to the Oxford Dictionaries (2013) market research is the process of 
collecting information about consumers’ desires and preferences. (Oxford 
Dictionaries, 2013). 
The companies can undertake market research either by themselves or hire a 
research company for a fee which carry out the research. Since market research is 
costly, mostly smaller companies work together with research agencies. The cost are 
not that high than undertaking the research by the smaller companies. Another 
reason for using research companies is that there is a lack of resources, since there is 
mostly no research department at smaller companies. (DJS Research Ltd, 2013). 
Market research is a significant process for every company. It provides important 
information of specific markets and supports the implementation of marketing 
strategies, market segmentation and product differentiation. In the nowadays world 
market research is needed in order to be competitive. (DJS Research Ltd, 2013). 
There are two categories of data which can be collected with market research. The 
first one is called primary data. At this type there is no related data available, since 
the information needs to get gathered together. And this form is based on the 
individual interest of a company. The second category is called secondary data. At 
this classification the wanted data is already existing and gathered by someone else. 
Secondary data provides a broader view to the market and can support the 
prediction of trends at the market. (Gale Encyclopedia of Small Business at 
Answers.com, 2013). 
Market research involves six steps from the beginning to the end of the research. 
First of all the marketer has to define the marketing problem. Then, it is necessary to 
know which information is needed to solve the problem. The third step is research 
planning which includes the research techniques and the decision of a sample or 
focus group. The next step is the process of gathering the data. After this the data 
will be analysed and interpreted. The last step is the conclusion of the research and it 
shows what kind of problems need to be rectified with the marketing strategy. (Gale 
Encyclopedia of Small Business at Anwers.com, 2013). 
There are different types of market research which can be undertaken by the 
companies. The first one is called audience research. It is a research which provides 
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information about the reading, listening and watching behaviour of the consumers. 
This research type is significant for marketers at radio or TV programmes and 
printing media. Audience research can be also helpful for companies which want to 
reach new potential customers through this kind of media. (Gale Encyclopedia of 
Small Business at Answers.com, 2013). 
The second type is called product research. This research is mostly undertaken when 
a company plans to re-design a product or launch a new product. Product research is 
mostly undertaken by groups which are testing the product or by interviewing 
individuals about the new design. For example a company plans to change or to add 
a new flavour of a product then product research can help to figure out if there is an 
interest in a new flavour or not. (Gale Encyclopedia of Small Business at 
Answers.com, 2013). 
Brand research focus on the brand loyalty of the customers. It shows how strong the 
brand loyalty is developed and if the brand appeals to emotional reactions of the 
customers. Another feature of brand research is that it displays the expectation of 
consumers to the brand and if there is a need to change something in order to keep 
the customers. It can also support the development of a marketing strategy which 
attracts new costumers. (Gale Encyclopedia of Small Business at Answers.com, 
2013). 
It is argued that the psychological research is a controversial type of research. The 
aim of psychological research is to show why people buying certain products. 
According to this research type the consumers purchase products and services which 
are connected with their lifestyles. The critic of psychological research is that it only 
focuses on the buying attitude than on the buying and it could show different results 
than other market research types. (Gale Encyclopedia of Small Business at 
Answers.com, 2013). 
The next research type is scanner research. At the checkout the products are scanned 
in order to purchase them. The scanner will provide the information what was 
purchased to the marketers. This strategy allows the marketers to develop marketing 
strategies based on the consuming behaviour of the costumers. Since, the technical 
changes the marketers are able to receive the information within hours and this 
accelerates the marketing strategy process. (Gale Encyclopedia of Small Business at 
Answers.com, 2013). 
Another research type which can benefit of the technical changes is data-base 
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research. This research is based on the different data-bases of consumers which 
provide information for the marketers. The several types of customers can be seen 
from data-bases and this can help marketers to identify their target market and to 
send out advertisements according to the target group. It allows also building a more 
personalised relationship with customers, since data-base research can show 
potential customers via the relationship to an already existing customer. For example 
a person purchased a motorcycle and the person has a son who could be a potential 
customer in some years. Therefore the company provides the family with more 
information about their products in order to keep them as customers. (Gale 
Encyclopedia of Small Business at Answers.com, 2013). 
The post-sales or customer satisfaction research is based on the experiences of 
costumers with a certain product. This research type is also undertaken in order to 
stay in contact with the customers. The aim is to figure out if the current customers 
were satisfied with the product or service and if not what could be changed. Another 
aim is that the customers should become future customers and that they spread a 
positive word-of-mouth about the product or service and the company. It is also said 
that customers prefer products of a company which stays in touch with them and 
strive to their satisfaction. (Gale Encyclopedia of Small Business at Answers.com, 
2013). 
Another more personal research type is called focus group. In general it is a 
discussion with several demographic groups which the company want to combine. 
In most cases the groups are consumer, potential consumers and never-buyers. The 
aim of focus group research is to figure out what the different groups think of a new 
product and give suggestions to the development of it. It is argued that focus group 
research should be combined with other research types in order to get a broader 
result. (Gale Encyclopedia of Small Business at Answers.com, 2013). 
Market research can be divided into two methods of collecting the requested data. 
The first one is called quantitative research. It is based on numbers and it includes 
often a statistical analysis. The respondents have to answer the same questions and 
quantitative research is structured and involves a high number of questionnaires or 
interviews. Quantitative research can be undertaken via post, face-to-face interviews, 
and telephone interviews, via email or web techniques. Quantitative research is 
mostly used for market research surveys which involves the data collection from 
various cases. (DJS Research Ltd, 2013). 
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The second way is qualitative research. This research method provides information 
of how and why the situation is like it is. Qualitative research allows that the 
respondent answers in own thoughts and there is no fixed series of questions like in 
quantitative research. The data is conducted by face-to-face interviews like focus 
groups or in-depth interviews with one or two persons. (DJS Research Ltd, 2013). 
After gathering the information it is needed that there will be an analysis of them. As 
already mentioned the last two steps of market research are to analyse the data and 
to conclude how the problem can be solved. Depending on the result the marketers 
will develop a marketing strategy for their products or services (e.g. changes in price 
or design). (DJS Research Ltd, 2013). 
Market research is a significant process for companies as well as the satisfaction of 
customers. This subchapter will now provide an outline of customer satisfaction. 
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2.2.2 Customer Satisfaction 
 
There are several factors at businesses which are depending on customer, like the 
image or the profit. Therefore, customer satisfaction is a significant part for all 
companies. The companies should strive to meet the needs of their consumers in 
order to get satisfied consumers. Customer satisfaction is a measurement which 
shows if the customers’ expectation is fulfilled or not. It is also a significant 
performance exponent and it helps to differentiate business strategies. Customer 
satisfaction is a part of the overall experience of the customer according to the 
product or service. It is also based on the interaction with the customer and the 
supplier. (ManagementStudyGuide.com (d), 2013). 
Customer satisfaction is the total sum of impressions a customer is going through 
with the supplier, from the first contact to the post marketing process. During this 
process the customer is able to decide between a satisfied or dissatisfied experience. 
The perception of customers to suppliers can help the consumers to differentiate the 
providers according the experiences. The interaction between the customers and 
suppliers is important, because it supports the increase in customer satisfaction, since 
it shows interest of the company into the consumer. The level of customer 
satisfaction influences the decision of the consumers of purchasing again a product 
or service of this specific company. (ManagementStudyGuide.com (d), 2013). 
However, the business cannot meet the perception of every customer and this occur 
customer dissatisfaction. There are several reasons which can lead to customer 
dissatisfaction e.g. generalising of markets, poor services, etc. Therefore the 
companies should include the needs and wants of the specific markets into account 
in order to avoid customer dissatisfaction. For example a customer receives the 
wrong customised product due to communication differences and this can conduct 
to customer dissatisfaction. (ManagementStudyGuide.com (e), 2013). 
In order to figure out if the customers are satisfied or dissatisfied it is necessary to 
undertake a measurement of customer satisfaction. The measure of customer 
satisfaction can discover three possible outcomes. The first one is company related. 
It shows the effect of customer satisfaction to the company. It allows discovering 
the reason why customers are satisfied or dissatisfied. The companies are able to 
change the factors which lead to dissatisfaction in order to keep customers and to 
get positive feedback in the future. (ManagementStudyGuide.com (f), 2013). 
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The next one is customer based and it shows the amount of defected customers and 
at what point they were disappointed with the product or service. It allows the 
businesses to figure out the value of their products and services to the customers. 
And when the customers are dissatisfied the companies are able to respond with re-
structure the products or services. This avoids that other customers might complain 
about the same disappointment. The customer based outcome influence the 
profitableness of a business, since keeping customers is more cost effective than 
gaining for new ones every time. (ManagementStudyGuide.com (f), 2013). 
The last perspective is suppliers related. It shows the current stage of the supplier 
and helps to discover strengths and weaknesses. The supplier related outcome can 
support to figure out the specification area of a business and the way to become a 
leader at this area. Another point is that it the measure of customer satisfaction 
shows the business position compared to the competitors’ positions. It is necessary 
that companies first undertake a measurement of customer satisfaction in order to 
meet the interests of their customers and to change the points which led to customer 
dissatisfaction. Another benefit of the measure is that the companies are able to 
discover their strengths and weaknesses. Based on the measurement the businesses 
are able to build stronger bonds with their customers. (ManagementStudyGuide.com 
(f), 2013.) 
There are two methods which can be used to measure customer satisfaction. The 
first method is called direct method. The direct contact to customers in order to get 
their feedback is important for companies. The collection of the data can be done 
through face-to-face interviews, direct marketing, complaints or customer surveys. 
Most businesses are using external agencies to collect the feedback of the customers. 
At this method the feedbacks need to be structured and demanding in order to 
receive the right results. Other methods are face-to-face interviews or letter with 
complaints or appreciations which allows an individual measurement of the 
customer satisfaction. The problem with these methods is that there are based on the 
individual and the analysis of them is time costly. The more common ways of 
measure customer satisfaction are customer surveys and questionnaires. These forms 
have uniformed questions and should be designed that the customers are encouraged 
to answer the surveys. (ManagementStudyGuide.com (g), 2013). 
The second method involves indirect measure techniques. Since, the direct methods 
can be combined with high costs and depend on the customers’ willingness to give 
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feedback, the indirect methods are an alternative. The first indirect technique is 
based on the customer complaints. The customers complain when there is a problem 
with a product or service. The complaints can be sorted to different sections 
according to seriousness and department. This selection can help to diminish the 
problems and to satisfy the customers. It also shows the level of complaints at the 
sections and if the level is high then the customers are dissatisfied. If the level of 
complaints is low then there is a higher level of customer satisfaction. 
(ManagementStudyGuide.com (g), 2013). 
The second indirect method is based on customer loyalty. For companies it is 
important to stay in contact with the customers. This interaction between supplier 
and customer strengthen the relationship and as a result the customers can become 
satisfied loyal customers. A loyal customer revisits the company on a regular basis 
for purchasing products or services. The customer loyalty index can be used as a 
base for customer satisfaction measurement. (ManagemantStudyGuide.com (g), 
2013.) 
Even though customer satisfaction can be measured, there are several factors which 
influence the level of satisfaction. These can be classified into supplier behaviour and 
the performance of a product or service. The supplier behaviour depends on the 
skills of the involved staff according to the customer support, for example how the 
staffs treat customers with complaints. The quality and the effectiveness of the 
products and services are also important. The customers want products which have a 
long lifetime, but do not require a lot of maintenance. (ManagementStudyGuide.com 
(h), 2013.) 
It can happen that products and services occur problems. Therefore the companies 
should consider that there is a customer support which handles these problems. The 
solution of product problems should be delivered as soon as possible. If the 
customers have to wait for too long they will get dissatisfied. Another reason for 
product dissatisfaction is when the maintenance is costly and the customer did not 
expect this. (ManagementStudyGuide.com (h), 2013). 
Customer satisfaction is important for businesses in order to keep their customers. It 
can be also support the companies at their business strategies, since an analysis of 
customer satisfaction provides information about the strengths, weaknesses and the 
market position of the company. (ManagementStudyGuide.com (h), 2013.) 
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After explaining the theoretical background of this thesis turns now to the case, the 
Edinburgh Dungeon. 
At first, there will be the case introduction. Then the research will be explained. 
Afterwards the evaluation of the research will follow. 
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3 Case: Edinburgh Dungeon 
 
According to Stone (2009, p. 168) the Dungeon attractions are dark fun factories and 
belong the lighter form of dark tourism. The case of this thesis is the Edinburgh 
Dungeon. It was established in 2001 and it is located in Edinburgh, United Kingdom 
(UK). It is part of the Merlin Entertainments Group Ltd. The Merlin Entertainments 
Group Ltd owns also other known attractions like Madame Tussauds, Sea Life 
centres and Legoland all over the world. (Merlin Entertainments (a), 2013). 
The Dungeon attractions are also located in London, York, Blackpool Tower, the 
Warwick Castle, Amsterdam, Hamburg and Berlin. The main theme of the 
Dungeons is the horrible past of Europe. The stories are told through live actors in a 
90 minutes show. The Dungeons offers an arrangement of real history, horror and 
entertainment in order to bring the cruel past into the present. (Merlin 
Entertainments (b), 2013). 
The Edinburgh Dungeon handles with the history of Scotland. During an 
approximately 80 minutes tour through 11 actor leaded shows the visitors are 
educated about 1000 years of Scottish history. According to the Dungeon’s nature 
the chosen topics are based on scary stories and real happenings. (Merlin 
Entertainments (c), 2013). 
The following list will provide an overview of the attractions at the Edinburgh 
Dungeon. 
 The Judge and Courtroom: this is a classical show at the Dungeon, the 
actor is performing like the judges at the medieval time, it is a crowd pleasure  
 The Torturer: at this show the visitors get familiar with the torture practices 
of the past, and this one is also popular among the visitors 
 Boat Ride: this part of the Dungeon handles the legend of Sawney Bean and 
his family, it is said that they lived in the caves of Galloway and were cannibals, the 
visitors sit in a boat and discover the legend 
 Sawney Bean: after the boat ride the visitors will be at the cave of Sawney 
Bean, the visitors have to try to escape from there, at this show there are several 
special effects used by the actors 
 Anatomy Theatre: at this show the visitors will see the anatomy methods of 
medical students at the 19th century,  the show was redesigned in 2013 
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 Burke and Hare: The Business of Murder: this show handles the story of 
Burke and Hare who got paid for murdering people and deliver them to medical 
professionals 
 Mary King’s Ghost: the show is about the plaque victims and takes the 
visitors back to 1646 
 William Wallace: Allegiance: the topic of this show is William Wallace who 
was Scotland’s most famous patriot and freedom fighter, the show handles the 
execution of him 
 Maggie Dickson: this show discover the story about Maggie Dickson who 
got hanged at Edinburgh’s Grassmarket to conceal her pregnancy in 1724, on the 
way for burial she knocked at the coffin, this one was opened and officials allowed 
her to live 
 Drop Dead : Drop Ride: at this show the visitors are able to experience a 
public hanging by themselves 
 Labyrinth: This show is the last one at the Edinburgh Dungeon, it 
represents the afterlife and it was Edinburgh’s first mirror maze  
(Merlin Entertainments (c), 2013). 
Besides the standard shows at the Edinburgh Dungeon, there are seasonal themed 
specials. At the present day the Edinburgh Dungeon advertise their Halloween 
special. It includes an extra show which educates the visitors about the roots of 
Halloween. (Merlin Entertainments (c), 2013). 
It is also possible to celebrate Birthdays and stag and hen parties at the Edinburgh 
Dungeon. The Edinburgh Dungeon offers also school visits for which preparation 
material will be provided. Events for groups from 10 to 100 people are also possible 
at the Edinburgh Dungeon. (Merlin Entertainments (e), 2013). 
The Edinburgh Dungeon is located in the capital city of Scotland. Therefore, 
Edinburgh has a long history.  
Until the 18th century the city grew around the Old Town which can be still 
recognised until today. This part of the city is still characterised by the Edinburgh 
castle and the Grassmarket. The Grassmarket is known for the public executions in 
the past. (VisitScotland (a), 2013). 
From 1583 on Edinburgh became a centre for educational and professional, since 
the university was established. Until the recent day the University of Edinburgh is a 
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university with high standards. In 1695 the Bank of Scotland was founded and from 
this event on Edinburgh became a financial town. In 1707 Scotland and England 
were political joined through the Act of Union and the politicians moved to London. 
And in 1822 it was the most influential financial city, outside of London, in Europe. 
Nowadays, Edinburgh is a combination of modern and its past history. 
(VisitScotland (a), 2013). 
Even though Edinburgh has a long history, there are not many attractions which 
cover dark tourism in this city. Besides the Edinburgh Dungeon there are ghost 
tours with several topics. These ghost tours take place at the underground of 
Edinburgh. (VisitScotland (b), 2013). The Edinburgh Dungeon is a unique attraction 
in Edinburgh, but there is still the need of marketing. Since the Edinburgh Dungeon 
can be seen as a destination, the theoretical background of destination marketing fits 
to this Dungeon. The marketing of the Edinburgh Dungeon is local, national and 
international. The local and national marketing can be done through newspapers as 
well as the internet. The international marketing is carried out through the common 
Dungeon webpage where the visitors first choose the specific Dungeon and with 
social media. (VisitScotland (c), 2013 and Merlin Entertainments (f), 2013). 
Even though the Edinburgh Dungeon is a unique attraction it belongs to the brand 
of Dungeons of the Merlin Entertainments Group Ltd. Therefore a part of the 
marketing is also carried out by the Merlin Entertainments Group Ltd through its 
webpage and annual visitor passes. (Merlin Entertainments (a), (b), 2013). 
Since the Edinburgh Dungeon is a brand, it is also important to undertake the steps 
of destination branding. The attractions are redesigned in order to provide 
interesting shows to the visitors. The special themes with extra shows or other 
actions to the theme help to appeal visitors. The provided information e.g. at the 
webpage create a mystic aura and the visitors want to know what is the Edinburgh 
Dungeon exactly. The visitors have expectations on their Dungeon experience, since 
the brand is known among the public. Therefore, it is necessary to meet as much 
expectations as much as possible in order to be competitive among the Dungeon 
brand.  
In order to get information about the visitor experiences the Edinburgh Dungeon 
undertakes constantly visitor surveys. These surveys will be part of the next chapter, 
the research. 
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4 Research 
The research is based on the quantitative method. The visitor surveys were carried 
out by the Edinburgh Dungeon and include annual data from 2010 until 2012 and 
from January 2013 until April 2013. Therefore it is a secondary data research.  The 
Edinburgh Dungeon provided these data in order to be analysed at this thesis. The 
research question is: How satisfied are the visitors of the Edinburgh Dungeon and 
what could be developed? The limitation of this research is that the data is given by 
the Edinburgh Dungeon and based on their questionnaires. Therefore it was not 
directly seen how many tourists were among the respondents. Another limitation 
was that the number of total responses was not shown in the research material. Since 
the data is not published for the public it was necessary to get a permission of the 
Merlin Entertainments Group Ltd. for the usage of this thesis. The provided data 
was only used for the research of this thesis. The level of imitation is low, since 
permission is needed. 
However, there was a similar research was undertaken in 2008 at the York Dungeon, 
England, UK by P. Stone. The methods of his research were quantitative and 
qualitative: participated observation, interviews and focus group. The aim was to 
provide information and issues for further research on this topic. (Stone, 2009, p. 
177). 
The results of Stone’s research show that the expectation and the actual experience 
can vary among the visitors. It can also happen that the expectation is totally 
different to the experience at the York Dungeon. (Stone, 2009, pp. 179-181). 
Another result is that the ethical judgement was not carried out by the visitors. It was 
argued that the visitors cannot judge the other ones, since they were all part of the 
tour at the York Dungeon. However, they connected the themes of the shows with 
their own life morals. The relevance of the connection of the morals is depending on 
the individual life-world. Nevertheless, the topic of the plaque during the medieval 
times was one common topic which appealed the moral thinking of the visitors. 
(Stone, 2009, pp. 181-184). 
One focus of Stone’s study was the customer experience which is also one emphasis 
of this thesis research. The experience of the visitors is connected with their 
satisfaction which is another research focus. The third emphasis is marketing 
aspects.  
The outcome of the research will be discussed at the next chapter. 
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5 Evaluation 
 
The analysed years are 2010, 2011, 2012 and the beginning of 2013. The evaluation 
includes only the questions and answers which were relevant to this thesis. Answers 
with no percentage were not included at the evaluation, because there were not 
relevant as well as few questions at the research material. However, the provided 
research material has some errors of calculating the responses and therefore few of 
the presented charts can only provide an approximately result. 
The first question which was analysed is the question about the gender. 
 
 
 
 
 
 
 
Chart 1 Are you female or male? 
As seen in the first chart, the responses of the females are higher than the ones of 
the males in all four years. The respondents slightly decreased from 2010 (55%) to 
the beginning of 2013 (52%). The years 2011 and 2012 have the same percentage of 
female respondents (53%) which is also a decrease to 2010. At the same time the 
responses of male visitors slightly increased from 2010 (45%) until 2013 (48%). The 
years 2011 and 2012 have as well the same percentage of 47% male respondents 
which is also an increase compared to 2010. In general the result shows that females 
are more interested in answer the visitor questionnaire. This phenomenon could be 
explained by the gender differences. Females want to share their emotional 
experiences more often than males. However, during the years the male respondents 
increased a little which shows that they were a bit more interested to answer the 
questionnaires. Even though the percentage of female responses decreased slightly, 
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the percentage is still a bit higher than the one of the male responses. 
The second question handles the age of the respondents. 
 
Chart 2 What is your age? 
The second chart shows that the age majority of the respondents lie between 11 and 
30 years. The high amount of respondents who are between 11 and 20 years can be 
explained by the offering of school trips at the Edinburgh Dungeon. Another reason 
is that families visit the Edinburgh Dungeon as well and mostly the children answer 
the questionnaires. The second high amount is between 21 and 30 years. The 
respondents at this age are mostly interested in what the Edinburgh Dungeon is 
offering for their entertainment. Another reason is that people between 21 and 30 
years are travelling more than the next age groups. Interesting is the amount of 6-10 
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years old respondents.  
In general there is no age limit at the Edinburgh Dungeon; however it is said that 
visitor under 16 need an adult or a person 16+ who will accompany the under 16 
years old person. It is also said that very young children should not visit the 
Edinburgh Dungeon. (Merlin Entertainments (g), 2013). 
The amount of 6 to 10 years old respondents can be explained that parents visited 
the Edinburgh Dungeon with their children on their own risk and let the children 
answer the questionnaires. Another reason could be the seasonal specials at the 
Edinburgh Dungeon which also attracts families with younger children. Also 
interesting is the amount of 65+ years old respondents. It is known that nowadays 
the elderly people becoming more active and therefore use also entertainment places 
more often. 
The next chart deals with the length of stay in Edinburgh. 
 
 
 
 
 
 
 
 
 
 
Chart 3 Length of your stay 
This diagram shows that most respondents stay in Edinburgh for one to three 
nights. These respondents can be also seen as tourists. From 2010 (61%) until 2013 
(73%) there was an increase at this short time visit. However, in 2011 there was a 
decrease at the short time visit by about 4 percent, but the visit from four days until 
one week increased in 2011. Then in 2012 the short time stay increased a little to 
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61%. During the beginning of 2013 73% of the respondents stayed one to three 
nights in Edinburgh. The high amount of short stay visitors can be explained that 
short stays, also called short breaks becoming more popular in the recent days. The 
next category is four nights until one week. In general this time frame is the second 
popular one, but there is a decrease from 2011 (25%) over 2012 (24%) to 2013 
(21%). Even though there was an increase from 2010 (22%) to 2011 (25%) it can be 
said that the longer stay is decreasing. The stay which is longer than one week 
decreased as well. 
The next chart will show the type of accommodation of the respondents. 
 
 
Chart 4 Type of accommodation 
The majority of the respondents stayed at hotels. There is also an increase in using 
the hotel as an accommodation from 2010 (49%) over 2012 (52%) to 2013 (63%). 
The next accommodation type which was answered often is staying at friends and 
relatives places. Though, this accommodation type is slightly decreasing from 14% 
(2010) to 11% (2013). The other accommodation types are going up and down 
among the years. But, the B&B hotels and guesthouses increases very slightly from 
9% (2011) to 9% (2013), after there was a decrease from 11% (2010) to 9% (2011). 
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Nevertheless, the trend shows that the hotel is the most popular accommodation 
type among the visitors of the Edinburgh Dungeon. 
The next diagram provides an overview about the distance from the accommodation 
of the respondents to the Edinburgh Dungeon. 
 
 
Chart 5 Distances to the Edinburgh Dungeon 
The most visitors were in a distance of 30 minutes to the Edinburgh Dungeon. 
There is also an increase of respondents who were spending their time close to the 
Edinburgh Dungeon from 71% (2010) to 81% (2013). The respondents who needed 
more than 30 minutes to the Edinburgh Dungeon decreased from 16% (2010) to 
12% (2013). Also the answers which include distances from one hour to one and a 
half hours decreased from 13% (2010) to 7% in the beginning of 2013. The chart 
shows that the majority of visitors have not a long way to the Edinburgh Dungeon 
and that a short distance is preferred than the longer ones in the chart. 
Next, there will be a diagram about how the visitors heard from the Edinburgh 
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Dungeon. 
 
Chart 6 How have you heard about the Edinburgh Dungeon? 
The most ways how the respondents received information about the Edinburgh 
Dungeon were the website, the leaflets, recommendation of friends and relatives, 
Edinburgh Dungeon street flyer and other ones. Therefore these can be seen as the 
most popular distribution channels. This chart shows to what kind of distribution 
channels the Edinburgh Dungeon can focus. However, the amount of local and 
national media, like TV, radio and newspapers are also distribution channels which 
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mostly attract locals and people from the UK. However, at the research material is 
an error in counting the answers. The percentages were calculated either from the 
responses or from the respondents. It cannot be said how the result were calculated, 
since there is no information at the research material. Another problem which 
occurred with this question is that it structure was different among the years. In 2010 
and 2011 it is not shown if the visitors could choose more than one suitable answer 
possibility. In 2012 and 2013 it is said that the visitors can select any answer which is 
possible, hence it was a multiple choice question at these two years. Therefore, the 
chart provides only an approximately result. 
The next chart shows if the respondents visited the Edinburgh Dungeon before they 
answered the questionnaires. 
 
 
 
 
 
 
 
 
 
Chart 7 Did you visit the Edinburgh Dungeon before? 
The chart displays that the majority visited the Edinburgh Dungeon for the first 
time. From the year 2010 (74%) to 2011(76%) there was an increase of first time 
visitors, however from 2011 to 2012 there was a decrease from 76% (2011) to 73% 
(2012). Consequently the percentage of repeating visitors were increasing from 24% 
(2011) to 27% (2012). At the beginning of 2013 there were again more first time 
visitors (75%) than visitors who came again (25%). Even though, there are visitors 
who came again the Edinburgh Dungeon attracts more first time visitors. 
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The next chart will show when the decision was made to visit the Edinburgh 
Dungeon. 
 
 
Chart 8 When did you plan to visit the Edinburgh Dungeon? 
 
The most visitors planned to visit the Edinburgh Dungeon at least a week before. It 
increased from 26% (2010) to 30% in 2013. In 2012 was the highest percentage of 
people who planned the visit at least a week in advanced, 34%. A reason for this 
phenomenon is that the entrance tickets are offered to a discount when they booked 
in advanced through the website. Another reason can be the planning of the overall 
holiday of the tourists which includes a visit to the Edinburgh Dungeon. 
Other visitors decided to go to the Edinburgh Dungeon a day before they went to 
the attraction. Here, the percentage varies through the years, but there is also an 
increase visible, from 24% in 2010 to 26% at the beginning of 2013. There are 
visitors who decided to visit the Edinburgh Dungeon at the same day of their visit. 
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At the category the chart shows a decrease from 23% (2010) to 21% (2013). Another 
type of visitors planned their visit to the attraction couple of days before, but less 
than a week. There was a decrease from 15% (2010) to 14% (2011), but then it 
increased slightly to 14% (2012) to 18% (2013). The visitors who decided to go to 
the Edinburgh Dungeon while passing by, is the less popular category. Here, there is 
also a decrease visible from 12% (2010) to 5% (2013). This shows that the visitors 
plan there visit at least couple of hours in advanced and it becomes more popular to 
plan the visit at least a week beforehand. 
The next diagram displays how much time the visitors spent at the Edinburgh 
Dungeon. 
 
Chart 9 How much time did you spent at the Edinburgh Dungeon? (Exclude queuing) 
 
First of all, the categories of this chart are overlapping and therefore the presented 
result may not show exactly percentages of the responses. The tour around the 
Edinburgh Dungeon last approximately 80 minutes. Therefore the majority of the 
visitors spent one to one and a half hours at the Edinburgh Dungeon. The chart 
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shows also an increase of visitors who stay one to one and a half hours from 34% 
(2010) to 40% in 2013. There are people who spent 30 to 60 minutes at the 
Dungeon, but this is decreasing, from 32% (2010) to 21% (2013). Then there are 
visitors who spent a maximum of 30 minutes at the Edinburgh Dungeon, these 
percentage increased from 25% (2010) to 28% (2013). There are several reasons for 
a short stay at the Edinburgh Dungeon. One reason could be that families cannot 
participate the whole tour, because the children get to scared or there could be 
physical problems, so that persons cannot join the whole tour. However, there are 
visitors who spent at least one and a half hour or more at the Dungeon. These 
visitors might visit the Edinburgh Dungeon shop for purchasing souvenirs or want 
to have specific information from the staff. 
After the general questions of the questionnaires, the next part will handle the 
experiences of the visitors who responded the surveys. 
 
The respondents had to rate two statements. The first one is about queuing for the 
entrance. 
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Chart 10 “Standing in queue lines spoilt my visit” 
The most respondents answered that there was no queue at the time they went to 
the Edinburgh Dungeon. However, after an increase from 45% (2010) to 52% 
(2011) the responses decreased to 41% in 2013. Then there are respondents who 
disagree to this statement. This section increased from 16% (2010) to 19% (2013). 
The category strongly disagree varies through the different years, but it can be said 
there is a growth visible from 14% (2010) up to 21% in 2013. The visitors who were 
spoilt by queuing are the minor ones and these two sections are also decreasing. The 
people who have no opinion vary as well among the years, but there is a slightly 
decrease noticeable from 14% (2010) down to 13% in the beginning of 2013. 
The second statement is about the staff.  
 
 
Chart 11 “The staff made my visit more enjoyable” 
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First of all, this question was not mentioned at the research material of 2013. 
Therefore the years are only from 2010 until 2012. The diagram shows that the 
visitors agreed strongly with the statement. The percentages of visitors who strongly 
agreed grew from 55% (2010) to 58% (2013). The percentages of respondents who 
agreed with this statement vary through the years. There was an increase from 2010 
(36%) to 2011 (38%). However, from 2011 to 2012 there is a decrease visible from 
38% to 36% (2012).The amounts of people who have no opinion or disagree with 
this statement are on a low level.  
The next diagram shows how satisfied the visitors were with the customer service. 
 
Chart 12 How would you rate the customer service? 
The chart made visible that the majority of respondents rate the customer service as 
excellent. This category increased during the years from 56% in 2010 over 62% 
(2012) to 68% at the beginning of 2013. The next category which rated the customer 
service as good and here is a decrease visible from 37% in 2010 to 26% in 2013. 
Even though there was a slightly increase from 2010 (37%) to 2011 (37%) the trend 
is that this section is scaled down. The same decrease can be seen at the category of 
average answers from 6% (2010) to 4% in 2013. The respondents who answered 
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with poor or very poor are on a low level, therefore these two categories do not 
influence the rate of customer service negatively.  
The next diagram shows if the respondents found the staff friendly and helpful. 
 
 
Chart 13 Were the staff friendly and helpful? 
This question was the first time mentioned in the year 2011, therefore there are the 
years 2011 until 2013. The chart shows that the majority of the respondents agreed 
that the staff were friendly and helpful. There is also a slightly increase visible from 
97% (2011) over 98% (2012) to 99% in 2013. The respondents who answered no are 
on a very low level and they decreased from 3% (2011) to 1% in 2013. Therefore the 
influence of them is also quite low. 
The next chart will display how the respondents were rating their overall visit at the 
Edinburgh Dungeon. 
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Chart 14 How satisfied were you with your overall visit? 
This chart shows that the most visitors were very satisfied with their visit at the 
Edinburgh Dungeon. Here, is also a growth visible from 65% in 2010 to 73% in 
2013. The percentage of people who were satisfied with their visit declines from 
30% (2010) to 24% in 2013. This development of these two sections shows that the 
visitors became more satisfied with their visit during the years. The respondents who 
answered in a neutral way are also decreasing from 5% (2010) to 3% (2013), even 
though there was an increase from 2010 (5%) to 6% in 2011. After this slightly 
growth the percentage declined in 2012 (4%) and 2013 (3%) which shows that more 
respondents answer with an opinion of their visit. There are only few respondents 
who were dissatisfied or very dissatisfied with their overall visit. The percentage is 
very low and has no big negative influence to the positive answers of the majority. 
The next diagram shows how the respondents rated the money value according to 
their visit at the Edinburgh Dungeon. 
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Chart 15 Rate the money value of your visit at the Edinburgh Dungeon 
The chart shows that there is a growth at answers which say that the money value 
was excellent from 32% (2010) over 33% (2011) and 40% in 2012 to 42% in 2013. 
This growth shows that more visitors feel that the spent money was worth according 
what they get for it. However, the majority answered that the money value is on a 
good level. Nevertheless, there is a decline noticeable from 41% (2010) to 39% in 
2012. Only from 2012 (39%) to the beginning of 2013 (42%) is an increase visible. 
Also from 2010 (41%) to 2013 (42%) is a slightly increase visible. However, the 
trend is that this section is declining a little, since the respondents answered more 
with excellent. The decreasing tend can be also seen at the percentages of answers 
with average. It declined from 21% (2010) to 14% at the beginning of 2013. Also the 
respondents who answered with poor are becoming less from 4% (2010) to 3% in 
2013.  The people who answered very poor varies among the years, but the 
percentage is quite low, so there is no big negative impact to the whole positive view 
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of the majority. 
Since the Edinburgh Dungeon market itself as a scary and fun place, the scare level 
of the visitors is also relevant for this evaluation. And the next cart shows the scare 
level. 
 
Chart 16 What was your scare level? 
 
The respondents’ majority lies between terrified and scared. The respondents’ 
percentage who answered with terrified varies among the years. Nevertheless, there 
is a decline noticeable from 26% (2010) to 24% in 2013. The next category is very 
scared and there is an increase visible from 27% (2010) to 30% (2013). Even though 
the category decreased from 2010 (27%) to 25% (2011), the trend shows that there is 
a growth from 27% (2010) to 30% in 2013. The next classification is scared and here 
the percentages also vary among the years. The years 2010, 2011 and 2013 have the 
same percentage of 26%. There is an increase from 2011 (26%) to 2012 (28%) 
noticeable. However, from 2012 to 2013 there is a decrease visible from 28% to 
26%. The percentages of people who answered slightly nervous vary from 16% 
(2010, 2011) up to 18% in 2012. Here is as well a decrease from 2012 (18%) to 2013 
(16%) visible. The minority answered that they were not scared at all. These 
respondents have a decline from 5% (2010) to 3% in 2013. Even though, there was 
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an increase from 2010 (5%) to 2011 (6%), the trend shows that this group of 
respondents is decreasing. 
The next chart displays if the respondents would recommend the Edinburgh 
Dungeon to their family and friends. 
 
 
 
 
 
 
 
 
 
Chart 17 Would you recommend the Edinburgh Dungeon to your family and friends? 
The diagram shows that the majority of all years would recommend the Edinburgh 
Dungeon to their family and friends from 95% (2010) to 96% in the beginning of 
2013. This shows that the respondents were satisfied with their visit in such a way 
that they recommend the Edinburgh Dungeon. Nevertheless, there are also people 
who won’t recommend the Edinburgh Dungeon, but these respondents are on a low 
level and declining from 5% (2010) to 4% in 2013. 
After the question of recommendation it is necessary to know if the visitors would 
come again to the Edinburgh Dungeon. This will be shown at the next chart. 
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Chart 18 Would you visit the Edinburgh Dungeon again? 
At this question there were more than these three answer possibilities, but none of 
the respondents answered the other ones. Therefore, there are not relevant for the 
evaluation. 
The majority of the respondents answered that they would visit the Edinburgh 
Dungeon again. From 2010 (45%) to 2013 (49%) is a growth noticeable of 
respondents who would visit the Edinburgh Dungeon definitely again. The 
respondents who possible visit the Edinburgh Dungeon again are the second most 
answered group. There is a decrease visible from 43% (2010) to 39% in 2013, even 
though the percentage went up and down among the years. Also the percentage of 
visitors who won’t visit the Edinburgh Dungeon decreased from 2010 (12%) to 2013 
(12%).The low level shows that the respondents were contented with their visit. 
The next diagram will show the average percentage rate of the standard attractions at 
the Edinburgh Dungeon of the years 2010 until 2013. The special shows were not 
included, because they are different to each year. The respondents were asked to rate 
each show from 10 (excellent) to 1 (very poor). The 10 can be seen as 100 % 
satisfied down until 10 % and lower for very poor.  
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Chart 19 Rate the shows from 10 (excellent) to 1 (very poor) 
The chart displays that the majority was satisfied with the different shows at the 
Edinburgh Dungeon. The Anatomy Theatre has an increase of the percentage from 
80% (2010) up to 85% in 2013, therefore it has a high rate among the years. The 
next attraction is the Boat ride which percentages also grew from 80% (2010) to 88% 
(2013) which is as well a high rate. 
The popularity of the Burke and Hare Graveyard vary among the years. From 2010 
(81%) to 2011 (80%) was a slightly decrease. However, from 2011 (80%) to 2012 
was a growth to 84%. And then there was again a decline from 84% to 83% in 2013.  
In general the popularity of the Extremis – drop ride is growing, from 89% (2010) 
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up to 93% at the beginning of 2013 which is the highest rate among the shows at the 
present day. This shows that the Extremis – drop ride is very popular among the 
respondents. 
The next show is the Judgement – court room and this show also increases at the 
popularity from 84% (2010) to 89% in 2013. This attraction has also high popularity 
rate among the visitors. 
The Labyrinth – mirror maze vary among the years. From 2010 (85%) to 2011 was a 
really little decrease down to 84%. Then there was an increase from 2011 to 2012 
(87%), but after this there was a decline from 2012 to 2013 (84%). 
The next show is Mary King’s Ghost which shows an increase at the popularity from 
80% (2010) to 83% (2013) which is a high rate as well. 
The popularity of the Sawney Bean – cannibal’s cave show is growing among the 
years from 83% (2010) up to 88% in 2013. The next show is The Torturer which 
also increases at the popularity among the respondents. It grew from 83% (2010) to 
86% and this shows that the Torturer show is popular among the visitors. 
The last show which was rated by the respondents is the story about William 
Wallace. Its popularity is growing as well from 73% (2010) up to 83%. However, 
there was a little decline from 2010 (80%) down to 72% in 2011. The percentages of 
the William Wallace show are the lowest ones and shows that this show is not that 
popular like the other ones which have a rate of 80% and 90%. 
The charts show that the majority of the visitors at the Edinburgh Dungeon were 
satisfied with their visit and the customer service. However, there are still people 
who were dissatisfied and won’t recommend the Edinburgh Dungeon to their 
friends and family. The consequence of this could be that new potential customer 
won’t visit the Edinburgh Dungeon. Nevertheless, the amount is on a low level and 
they won’t influence the visitor statics. Since the majority is satisfied with their visit, 
the marketing strategies are meeting the interests of the visitors and do not mislead 
them. It can be also seen that most visitors were first time visitors who consider 
coming again to the Edinburgh Dungeon. 
The shows at the Edinburgh Dungeon could get a high average rate. This shows that 
the visitors like the themes of the shows and the money value is good for them. 
Another fact the charts illustrate is that the most visitors were staying in hotels for 
their visit in Edinburgh and that they prefer short time stays. The preferred 
accommodation type shows that the most visitors can be seen as tourists; hence it is 
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not directly said. 
The customers were satisfied with their visit and therefore there is no urgent need 
for changing the marketing strategies. However, it is important that the Edinburgh 
Dungeon is constantly analysing their customer surveys. Also the re-design and re-
structure of the shows is a significant point, since this avoids that the visitors getting 
bored. This also attracts the customers, because they want to see what is new. This 
strategy can support the repetition of visitors and to keep them as customers.  
 
This thesis will now turn to its final chapter, the conclusion. 
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6 Conclusion 
 
The thesis began with the introduction of the terms dark tourism and destination 
marketing. Dark tourism is seen as a niche market. However, it has the potential to 
grow, since tourists looking for alternatives in tourism. The tourists want to have an 
authentic experience and therefore they have the desire for alternatives. Even 
though, dark tourism is dealing with taboo topics, the tourists want to experience 
this kind of tourism. For most of the tourist the educational purpose of dark tourism 
sites is the motivation to visit these places.  
In order to categorise the varieties of dark sites the dark-to-light dark tourism 
spectrum of Stone (2006, in Sharpley & Stone, 2009 p.21) can be used as a basis. The 
spectrum goes from dark-dark tourism to light-dark tourism. The darker form 
includes site where death and suffering happened and there are mostly political 
driven, e.g. the concentration camp in Auschwitz-Birkenau. At these sites the 
educational purpose is important. Then, the lighter forms are only associated with 
death and suffering and are mostly seen as edutainment sites. One form of lighter 
dark tourism is the dark fun factories. The case of this thesis the Edinburgh 
Dungeon belongs to the lighter form of dark tourism. 
However, dark sites need to be managed as well and this is a crucial part, since death 
and suffering as topics for tourism sites are sensitive. Depending on the level of 
darkness which is presented, the interests of the stakeholders can vary. Therefore, 
the managers have to consider all possible interests and keep them in balance. 
The dark sites need to be market as well. They can be seen as destinations; hence 
destination marketing is a key element of dark sites. The marketers have to consider 
how much marketing is good for the dark site. The marketing mix can support the 
analyses of marketing strategies for a dark site. Depending on the nature of a dark 
site the level of marketing can vary. There are some dark sites which need less 
marketing, because they belong to the darker form and are mostly funded by the 
public sector. On the other hand, the lighter forms need marketing in order to attract 
as much customers as possible. These sites are commercial driven; therefore the 
customers are important for them.  
It is also necessary to reach the right markets through the marketing strategies. 
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Therefore analyses of the markets can help to figure out the right target markets. 
The market research supports the marketers to keep the interest of the different 
stakeholders into the balance. It also shows the current market position of the 
businesses. The market research provides information about the current and future 
target markets which is necessary for lighter forms of dark tourism, since they need 
the customers. The customers play a key role at lighter dark attractions and 
destinations. Therefore it is important to have satisfied customers. The analyses of 
customer satisfaction surveys provide information about the experiences of the 
customers. 
The case of this thesis the Edinburgh Dungeon undertakes constantly customer 
surveys in order to develop their services and shows. The evaluation of the research 
material displayed that the majority of the customers were satisfied with their visit. 
This means that the marketing strategies of the Edinburgh Dungeon meet the right 
target groups. However, there are also dissatisfied customers, but the amount of 
them is low. This shows that it is not possible for a company to have customers who 
are all satisfied. 
Since the Edinburgh Dungeon is a brand, branding is a significant element at its 
marketing strategies. The brand of the Dungeons, which is part of the Merlin 
Entertainments Group Ltd., is known among the public. The brand identity is that 
the Edinburgh Dungeon is a light dark attraction which entertains and educates the 
visitors about the dark past of Scotland. The chosen themes are told in a scary story 
which should appeal the feeling of angst among the visitors. The brand image of the 
customers is that the Edinburgh Dungeon is an entertainment attraction which is 
scary and fun. In most cases the image of the customers will be fulfilled, since the 
Edinburgh Dungeon is market itself as a scary and fun entertainment facility. The 
brand position of the Edinburgh Dungeon is on a high level, because it belongs to 
the overall brand of Dungeons and these are quite well known at the public. The 
Dungeon brand supports the Edinburgh Dungeon to differentiate itself from other 
forms of light dark tourism and its competitors. 
The research question can be answered with yes, the visitors are satisfied and that 
there is no urgent need to change the customer services and the marketing strategies.  
At the end it is possible that dark tourism attractions can be market through 
destination marketing. Especially, the lighter forms of dark tourism need marketing. 
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Destination marketing fits, because the lighter dark attractions can be seen as a 
destination for tourists.  
However, there is the need of further research, since the term of dark tourism is still 
a young research field for tourism academics. Destination marketing needs more 
research as well, since the importance of this marketing form becomes a significant 
role for tourism marketers. 
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Chart 2 What is your age? 
 
 
 
 
 
 
 
 
 
5%
22%
17%
17%
11%
6%
7%
7%
4%
2%
1%
0%
1%
4%
22%
18%
18%
11%
6%
5%
7%
4%
2%
1%
1%
2%
4%
21%
16%
17%
12%
8%
7%
8%
4%
2%
1%
0%
1%
4%
14%
15%
22%
16%
8%
5%
8%
4%
1%
1%
1%
1%
0% 5% 10% 15% 20% 25%
6 - 10 years
11 - 15 years
16 - 20 years
21 - 25 years
26 - 30 years
31 - 35 years
36 - 40 years
41 - 45 years
46 - 50 years
51 - 55 years
56 - 60 years
61 - 65 years
65+
What is your age?
2013 (until April)
2012
2011
2010
Appendix 1/3 
 
 
 
Chart 3 Length of your stay 
 
 
Chart 4 Type of accommodation 
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Chart 5 Distances to the Edinburgh Dungeon 
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Chart 6 How have you heard about the Edinburgh Dungeon? 
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Chart 7 Did you visit the Edinburgh Dungeon before? 
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Chart 8 When did you plan to visit the Edinburgh Dungeon? 
 
Chart 9 How much time did you spent at the Edinburgh Dungeon? 
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Chart 10 “Standing in queue lines spoilt my visit” 
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Chart 11 “The staff made my visit more enjoyable” 
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Chart 12 How would you rate the customer service? 
 
Chart 13 Were the staff friendly and helpful? 
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Chart 14 How satisfied were you with your overall visit? 
 
 
Chart 15 Rate the money value of your visit at the Edinburgh Dungeon 
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Chart 16 What was your scare level? 
 
 
 
 
Chart 17 Would you recommend the Edinburgh Dungeon to your family and friends? 
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Chart 18 Would you visit the Edinburgh Dungeon again? 
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Chart 19 Rate the shows from 10 (excellent) to 1 (very poor) 
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